





Frankel Announces a Dramatic New Concept 
in Artificial Trees 


designed to bring you naturalness, 

sturdiness and all-around utility. 

Each limb heavily branched to 

make the fullest, most luxuriant 
balsam tree. 


PRICES 


Green Two-Tone 
or Meta'lic 
White Blue-Green 


$ 36.00 $ 54.00 
48.00 72.00 
90.00 135.00 
110.00 165.00 

225.00 


j 


. : Easily assembled. Long lasting. Com- 
Available Petes pletely flameproof and weatherproof. 
Local Jo Write Direct Sunfast colors. Ships easily in perman- 

ent storage carton. 


_ re \ssocttiles, Inc 


56 W. 45th STREET e NEW YORK 36,N.Y. e MU 7-3434 
Chicago Detroit Los Angeles 
ALWAYS IN STOCK ... A WIDELY DIVERSIFIED LINE of Display Fabrics and Accessories 





t SANTAS WORKSHOP 


TOY TESTING SECTION 
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No. 5990. Size 68 in. 
high x 52 in. wide x 24 
in. deep. A symbol of 
quality as Santa's 
helper dutifully per- 
forms the toy-testing 
chores. Complete 
wood constructed 
house with fullround, 
fully costumed, ani- 
mated character. 
Beautifully finished 
and air-brushed in 
holiday colors and 


tones. $497” ea. 


No. 5989. Size 55 in. 
high x 43 in. wide x 24 
in. deep. Santa's 
helper using modern 
fork lift truck for the 
heavy Christmasload 
is full round, com- 
pletely costumed and 
air-brushed in nat- 
ural tones. A real toy- 
land delight. Canalso 
be used in Christmas 
giftwrapideasaswell. 


19 


No. 5988. Size 75 in. high x 42in. wide x 42in. deep. 
Full round, animated Santa's helper, deftly apply- 
ing paint to swirling candy canes. Sturdily con- 
structed wood base is platform for fully costumed 
sculptured figure. A real show stopper. $ 7” 

19 ea 


ALL THREE only $575 


ALSO AVAILABLE IN SMALLER SIZES, 
completely animated. $92.50 each. Set of 3, 
only $255.00. 


Write today for complete information or see them at 
our Chicago Showroom. 


Write on your letterhead for Catalogue 


w... STENSGAARD 


AND ASSOCIATES INC. 


1931 - 1961 346 N. Justine Street - Chicago 7, Ill. 
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In this issue 
Displaymen Applaud Christmas Market 8 


Visitors and exhibitors at NADI show voice enthusiasm ... Breakfast meeting outstand- 
ing success .. . Suspension is the big word in Christmas interior decoratives this year 
All top officers reelected by NADI. 
Get publicity mileage from your displays 


By Thomas C. Hunter 


This provocative article tells how you can instill that newsworthy spark into your 
displays to make them acceptable for publication in newspapers, consumer and trade 
magazines. 


Publications are eager to promote display . .. and here’s the proof 


DISPLAY WORLD tells how your International Display Contest entries were published 
in 37 merchandising publications reaching more than 300,000 readers. 


Summer signs excell in New York windows 


New Besse-Richey Branch By Charles S. Telchin 


This exciting store combines traditional and modern architecture with emphasis upon 
selt-selection. 


Display Sketchbook By Gerard Boucher 


Some original ideas for fall displays within your budget limitations. 
By Dick Jachim 


By Torsten Hjern 


In and around Los Angeles 


TOURING ... Cason’s. Swedish Men’s Store 


It is possible to achieve a prestige “exclusive” look and still have the merchandise out 
from behind the counter. 


Chicago promotes summer fashions before 
visiting displaymen By Richard Day 

By Jan Ujlaki 

Modern Store Planning By Jim Kiley 


This is Holland By Alf. Kayser 
Here’s the inside story by the president of the Dutch display society. 


NADI Newsgram By Gabriel M. Valenti 
By Charles J. Conniry 
By Jacki Segaloff 
By D. D. Turner 


Project ions 


Only five minutes to fashion show! 
Hang it all! 


New definition for ‘modular’ 
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Editor's Comment 
Market Week Candids 24 
Coming Up! 37 


Display Bookshelf 
Ideas for Fall 

Display Internationale 
Luau at Penney’s 
Display of the Month 


Reminiscing 48 
The Display Parade 92 
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THE COVER 


Have we gotten so sophisticated that 
Thanksgiving Day has no emotional 
effect upon us? It would be difficult to 
be blase while viewing this traditional 
rustic harvest scene created by Don 
Pape, display director of May Co., 
Crenshaw, near Los Angeles, Calif. 
There is probably not a single charac- 
teristic fall color that is not blended 
into this setting. 


OUR NEXT ISSUE 


The September issue is the first of two 
issues devoted primarily to Christmas 
window, interior and exterior displays. 
The splendid response of our readers 
to our request for Christmas photos 
points the way to a comprehensive cov- 
erage of this vital promotional season. 
Of course, all this will be in addition 
to regular features on current displays 
throughout the world ... in our next 
issue ... in the mails August 20. 


SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the United 
States and Canada. To foreign countries, $6.00 a 
year. Canadian and foreign orders payable in 
U.S. funds by International money order or New 
York bank draft. Single copies 60 cents. Send 
all subscription orders direct to the publication 
office at Cincinnati. Changes of address must be 
reported at least two weeks in advance of 
effective date, otherwise missed copies cannot be 
supplied. Entered as second class matter Sep- 
tember 20, 1922, at postoffice at Cincinnati, Ohio, 
under act of March 3, 1879. 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Manager 

Paul T. Knapp, Editor 

R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 


Eastern Office 


Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 


Member 


MW) 


National 
Association of 
Display Industries 
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Business Bureau of 
Publications, Inc. Circulation 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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er of that mannequit 


Halfia century ago, the first mannequin designed by Williams 
eared in a store window and stopped shoppers in their 


ks. Today's Display Directors would have judged her 


inferior but the ‘‘window dressers” of that time rated her 


litely superior to her sisters. 


in a recently unveiled Williams display presentation 
“Black Magic.” you can glimpse the great-great-grand- 


¢ 


ee rt) beauty, for style sense, Tor 


—7 


wear Clothes and capacity to sell them, few mannequins 


approached the quality of her presence. 


+: to see our new Town & Country* mannequins. They 


ili captivate vou. 


. y iii 
Y//)) @.G. WILLIAMS INC. Ralph W. Adler, president, 498 Seventh 


// Avenue, New York 18. 
Lumilite displayers, and Puddu & Martinelli’s imaginative novelties. 


Mary Brosnan Mannequins, Patina forms, 


with their sensational Stylecrest u igs. 





STOPPERS! 


NEW ROTO-PQOEE 


Revolving 
Display Uprights 
with 
Motorized Bases 


ee 
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@ Floor-to-ceiling upright revolves at 1r.p.m. 


e@ Perfect for dramatic window displays— 
store interiors—spot, special or seasonal 
promotions. 


Write for complete details! 
Mail coupon today! 


hod 


sz 
pe Re NR RS ES ET SO | RR! UN Ue ORT 
* 


Double-slotted uprights are available for floor-to-ceiling heights : REFLECTOR HARDWARE CORP. 


from 7% ft. to 13% ft. with 12” height variations built into each up- - rip ih a. wen 
right e Uprights accommodate all Spacemaster brackets and MELROSE PARK, ILL. 


accessories e Easily changed, moved or modified to suit every | Gentlemen: Please send me your 
requirement. ; CURRENT SPACEMASTER CATALOGS. 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 
AND SHOWROOM: AND SHOWROOM: AND SHOWROOM: 
225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. 
NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 14, CALIF. 











your center for display industry information and assistance 


. . . headquarters for locating supply sources . . . sponsors 


of June and December Market Weeks yearly and industry- 


wide public relations programs .. . 


e NEXT SPRING SHOW 

Dec. 10-14, 1961—New York City N f} lf 4 | K . 
e NEXT CHRISTMAS SHOW 

June 16-20, 1962—New York City 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK 1, N. Y. 
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CLASSIFICATIONS 


Womens Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Womens Bathing Suits 
Beach Wear 
Women's.Evening Wear 
Mother's Day Displays 
Children's and Infants 
Wear 

Teenage Apparel 

Men's Clothing 

Men's Shirts, Neckweor 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Wear 
Men's Sportswear, Bath- 
ng Suits 

Father's Day Displays 
Yard Goods, Curtains, 
Draperies 

Notions 

Linens, Bedding 
aiaathitia. 

House Furnishings, Rugs 
Paints, Wallpaper 
Jewely, Watches 

China, Glassware, Silver 
"Tela: 

Toys 

Luggage 

Sporting Goods 

Musical Instruments 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards 
Stationery 

Drugs 

Groceries 

Candy, Nuts 

Liquor, Bottled. Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 
Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 
Travel Displays 

3 tall Tha -heloh dat 

Floats 

Spring-Easter Promotions 
Style alek Settings 
Civic, Institutional 
Thanksgiving, Independ- 
ence Day Displays 
Special Event Promotions 
Christmas Institutional 
Christmas Merchandise 
Christmas Interior 
Christmas Exterior 
National Advertiser's 
Display Units 


Miscellaneous 


Mail Your 


1961 
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| The (61 International 
DISPLAY CONTEST 


DISPLAY WORLD's 13th International 
Display Contest is now underway. Its 
210 awards in 65 merchandise and serv- 
ice categories will continue to provide 
an incentive to still better display 
throughout the world and to reward 
outstanding displaymen with tangible 
evidence of their ability. This recogni- 
tion of meritorious work will benefit the 
entire profession, and DISPLAY 
WORLD views it as one of our 
obligations to the field we serve. 


All displaymen are invited to partici- 
pate. There are no restrictions. Top 
awards are beautiful gold, silver and 
bronze plaques, and there are gold, sil- 
ver and bronze medals presented in each 
category. In addition, a gold medal is 
awarded each month for the best dis- 
play entered in the contest during that 
month. 


No strings are attached! No entry blanks! No slogan- 
writing! Nothing is required but good displays. Read 
the rules carefully and get your entries started today 
... and keep them coming. The more entries submitted, 
the better your chances for international recognition. 





. Any displayman in the world may enter this con- 


test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


. Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


WORLD 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 


. The entry judged best in its classification will re- 


. Each photograph entered will be eligible for only 


. Judging for the annua! awards will be done by an 


. Judging for the monthly “Display of the Month” 


. In case of a tie, duplicate awards will be made. 





Entries to Contest Editor 


than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


one classification. 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 





DISPLAY WORLD 


(The International Display Authority) 


CINCINNATI 1, OHIO 
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It was very encouraging to hear that two utility company displaymen 
were the winners of the top two prizes in the display photo contest 
sponsored by the National Association of Display Industries at the 
recent Christmas Market Week. Utilities should be in a position to 
compete favorably with their retailing neighbors across or down the 
same streets throughout America. There is no justifiable reason for 
utility companies—or banks either, for that matter—to be content 
with mediocre displays. They have the product and service to sell, the 
idea to express, the image to create—and there's not a utility company 
in the country that can't afford to have the display job it deserves. 


The fact that the two winners represent utilities goes to show 
that some companies recognize the necessity for better displays that 
will not only compete with but often surpass the efforts of the 
larger stores. Congratulations to both the displaymen and their 
progressive employers. 


Of course, I may have been deafened to any criticism of the 
breakfast meeting held on the Monday morning of Market Week by the flood 
of favorable comments that reached my ears almost immediately. However, 
nothing but the highest praise has reached this office yet in letters, 
conversation and even phone calls. 


My only suggestion for future programs stems from inherent fru- 
gality: If time is going tocontinue to be limited, why not have only 
one major speaker, extend the question period and serve only a light 
breakfast of coffee, rolls and perhaps juice. The expenditure of $3 
per breakfast by NADI is a wonderful gesture, but totally unjustified 
and unnecessary. The money can be better spent in other areas of 
display promotion. 


In talking with many displaymen at Market Week it seems that 
one major problem stands out above all the rest and that is of training 
and retaining display personnel. Too many neophytes just out of high 
school or vocational school expect to trim a window their first day 
on the job. They are unwilling to accept apprenticeship training that 
extends beyond any normal orientation period. The low pay for beginners 
in display as compared to other fields, particularly factory work, is 
the main reason for this situation. 


I would be very interested in hearing from some display director 
who was confronted with this problem and found some degree of success 
at solving it. There could be the basis for an excellent article. 


On June 22, the Federal Trade Commission ruled that food chains 
are not required to spend co-op advertising funds exclusively in 
measured media. In a decision involving the use of co-op funds 
obtained by Giant Food, Inc., Washington, FTC said the Robinson-Patman 
Act prohibits payments in excess of their cost or value, but it does 
not interfere with allowances which bear "a reasonable relationship 
between the payments and the services being rendered." 


The case stemmed from a 19th anniversary sale staged by the 
chain in 1955. FTC said 150 suppliers (Please turn to page 44) 





| BRAUN ORNAMENTS 


In Steel and Brass 
...- Over 800 Different Designs 


Leaves, Husks, Pans, Arrows, Feathers, 
Balls, Candle Cups, Back Plates . 





Send for Your Free Copies of Braun Catalogs 


Catalog No. 35-F 
STEEL, Ornamental Stampings & Machined Parts 


Catalog No. 66-A 
BRASS, Ornamental Stampings & Machined Parts 


J.G.Braurngy Company 


7540 McCormick Blvd. EST. 1887 537 West 35th St. 
Skokie, Illinois New York 1, N. Y. 
ROgers Park 1-4600 BRyant 9-8528 


‘i, sae is (i. Bost 1. * : S. 1887 

















PLEASE SEND: 
[] Catalog 66-A 


[) Both Of Above Catalogs 
D/W CITY: . 
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Displaymen Applaud June Market 


Visitors and exhibitors at NADI Christmas show voice enthusiasm ... 


Breakfast forum outstanding success . . . Suspension is the key word in 


Christmas interior decoratives this year . . . NADI re-elects top officers 


er throughout America will 


be more beautiful than ever, providing stores, 
institutions and all other 
decorative materials avail 
enchanting offerings of 
National Association of 
Display Industries as shown at the recent 
Market \W eek at ( hicago. 


shopping centers, 
purchasers ot 
themselves of the 
members of the 


merchandising 
motive unanimously 
by the retailing visitors to the annual June 
Decoratives will be expected to either 
sales of gift 


underlying 
was expressed almost 


However. an 


show 
subtly or obviously promote 
merchandise. 

It will be expressed something like this: 
e Window and interior ledge displays will 
institutional nature, with the 
exception of Nativity displays. 
e Even animated scenes will tie-in closely 
with toy sales more effectively than in the 


he less of an 
individual 


pa ST 
wall and column 
approximate 


e Ceiling units, garlands, 
treatments will more closely 
eve-level. thus making it more difficult for 
: overlook the merchandise 
neck to see high-flying 


the customer to 
while craning his 
decorations. 

Christmas as the 
with more 
the imme- 


will 
traditional gift-giving 
merchandise on display than in 
diate 


e Themes promote 


season, 


past. 

Suspension seems to be the key word 1n 
of the decorative lines with particular 
upon illuminated units ranging 
candelabra and chandeliers to 


most 


emphasis 


from formal 


modernistic globes and mobiles. Even a 
medieval influence in ceiling suspended units 
was introduced. 

Although displaymen were mildly dis- 
appointed in the lack of “really new” decora- 
tive materials exhibited by the display in- 
dustry, they were impressed with the quality 
of design and construction, the wide range 
of prices and selections for every budget and 
the efforts of the industry to predict the 
predominant Christmas themes very closely 
in line with management thinking. 

Buying was brisk on Sunday and Monday 
of the show, slacking off swiftly the re- 
maining days. Many top stores did not make 
final decisions, indicating that they planned 
to make an additional trip to New York 
very soon. There is every indication that 
there will be a deluge of late orders, par- 
ticularly in the higher-priced decorative 
units, many of which will be custom orders. 

Frequent praise was given by displaymen 
for the manner in which the show was con- 
ducted. The Swiss chalet decor, executed 
by Silvestri Art Mfg. Co., Inc., very capably 
established the mood for the distribution of 
free coffee and Eskimo Pies at 
Bars. The attractive and pleasant hostesses 
in after-ski costumes as well as the Santa 
Claus greeting newcomers carried out the 
theme to perfection. All helped make this 
one of the finest Market Weeks from an 
organizational standpoint yet experienced. 
Our congratulations to President Edgar E. 
Moser, Managing Director Gabriel M. Val- 
enti and the Market Week Committee. 


Espresso 


Nothing But Praise 
For Breakfast Meet 


“One of the finest educational display 
meetings I have ever attended. My thanks 
and compliments to the speakers and all who 
were responsible.” This note received from 
Clement Kieffer, display director of Klein- 
han’s, Buffalo, sums up the sentiments of 
practically everyone who attended the sump- 
tuous and provocative breakfast forum ar- 
ranged by the National Association of Dis- 
play Industries for Monday morning of 
Market Week. (See photo above.) 


Approximately 475 displaymen and mem- 
bers of the industry heard four outstanding 
speakers tell what display means to them in 
their particular retailing function. 


John W. Sheldon, president, Chas. A. 
Stevens & Co., Chicago, said, “Display is a 
very important part of a store. Window dis- 
play should sell — sell a product, yes, but 
more than that, sell a store. Our windows 
are our store to the individual who has not 
yet shopped with us.” 


“Nowadays”, said Robert B. Johnson, man- 
aging director of Chicago’s State Street 
Council, “The display director is responsible 
for more than just effectively setting off the 
merchandise. He sets the whole tone of the 
store, its atmosphere, its mood .. .” 

A third speaker, E. D. Fisher, publicity 


DISPLAY WORLD 





New officers and Board of Direc- 
tors of the National Association 
of Display Industries posed for a 
group photo following the general 
membership meeting on Friday 
evening, June 23. They are 
(standing, left to right): James 
R. Nesbit, Sylvan Freund, Ber- 
nard Schwartz, C. G. Woelky, N. 
H. Austen, Phil Weinberg, Sid 
Chairman, Nathan Silverblatt and 
Max Mayer. Seated, same order, 
are: Earl W. Gasthoff, David B. 
Sloan, Thomas Hughes, President 
Edgar E. Moser, Gordon Keith 
and Managing Director Gabriel 
M. Valenti. Not present was 
George Silvestri. 


Moser, Other Officers Re-Elected By NADI 


In an unanimous gesture of approval, the National Association of Display Industries, 


at its general meeting Friday, June 23, at Chicago, re-elected its four top officers: 


Edgar 


E. Moser, president; Thomas Hughes, vice-president; Gordon Keith, secretary, and David 


Sloan, treasurer. 
Elected to the 


Soard of Directors for three-year terms were N. H. Austen, Sid D. 


Chairman, Earl W. Gasthoff, Max Mayer and James R. Nesbit. 
Approval of an extensive list of constitution revisions was the only other major action 


of the meeting. 


At the regular Board meeting the preceding evening, the various committee chairmen 


reported. Of particular note were the reports of the Public Relations Committee, by Sylvan 
Freund, Chairman, and the Display Promotion Committee, by Nathan Silverblatt, Chairman. 
The work of these two committees was heartily approved and as there is direct relationship 
between the functions of both committees, the suggestion was made and approved that the 
work be combined into one committee with co-chairmen. This important promotional work 


will continue without interruption and as funds permit will be constantly expanded. 
The report of the treasurer indicated a strong financial position in spite of certain tax 


assessments. 


As usual, the president, Edgar E. Moser, presented his annual report, as did managing 


director, Gabriel M. Valenti. 


display profession. 


soth reports recounted a successful year and praised the 
togetherness of the entire membership in working for the good of the industry and the 


Edgar E. Moser 
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director of the J. L. Hudson Co., Detroit, 
agreed that “Display as a means of helping 
implement the personality of a store is very 
important. The character of your display 
says a lot ~—-whether you're a price opera- 
tion or a fashion store.” 

George D. Thomson, sales manager of 
the Robert Simpson, Ltd., Montreal, re- 
minded that in addition to many other duties, 
the display director “is responsible for what 
a customer thinks of our store when she 
walks in off the street.” 

Complete texts of all four addresses will 
be published in the forthcoming issues of 
DISPLAY WORLD. 

Congratulations are definitely in order for 
Edgar Moser, NADI president, the public 
relations committee headed by Sylvan 
Freund and Managing Director Gabriel M. 
Valenti for this milestone in the history of 
NADI and possibly the turning-point in a 
long and tedious struggle to gain recogni- 
tion for the display industry and profession. 

We have been advised that a similar pro- 
gram, with modifications, is being planned 
for Spring Market Week, December 10-14, 
at New York City. A longer question-and- 
answer period is particularly desired. 
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Seen And Heard Around Market Week 


@ Store front decorations will be smaller in size, more elaborate and eye-catching— 
mostly flat or half-round against facade. 

e Column trims are on way out. Reason: Few new stores have typical columns, par- 
ticularly in shopping centers; downtown stores with columns want to buy decorations that 
can be utilized by column-less branches following year. 

@ Why didn’t they think of it before department: Colored plastic sleeves for fluorescent 
strip lights. 

@ Best new basic material: The genuine thin pearlescent sea shells that can be appli- 
qued to panels, molded and rear-lighted, exhibited by Ben Walters, Inc. 

e Chandeliers of plastic prisms can’t be told from the real thing until the wind blows 
through them; made by Ferro-Craft. 

@ More decorative trims for toy and children’s departments reveal emphasis upon 
higher volume in these areas. 

@ Several display firms promoting patriotic buy-American Christmas themes. 

e Unusual fixtures and wall units of wrought nails — actually horseshoe nails, but 
thematically presented as old fashioned ship-building nails, by Doerr & Assoc. 

e Sign machine manufacturers featuring new machines for long, narrow streamers as 
well as tull-sheets. 


@ Several display firms found way to make use of left-over spring polyethelene plastic 


foliage —dip it in adhesive and then into flitter, glitter, etc. in Christmas colors. 

@ New high power lighting units and low voltage, but high intensity, beam spots re- 
ceiving considerable attention. Versatility and ease of manipulation playing important role 
in new installations. 

(Please turn to page 61) 
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Santa's Helpers in. Overalls 


Those Magic Holiday Shop Windows 
Are Planned Two Full Years Ahead 


Ry Betty Decoy eats 
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Operation | 
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At left is the cover of All Week magazine published by the Cincin- 
nati Post and Times-Star on Saturday, November 26, 1960. It shows 
two children peeking through the window of Shillito’s, local depart- 
ment store, at the store’s animated Christmas displays . . . Above is 
a portion of the article concerning the display department's 
preparation for Christmas that appeared in this same issue .. . 
Below is a photo of Paul Hinton, head of display production for 
Shillito’s, mechanizing one of the pink pigs to later appear in a 
window (Photo by Julianne Warren). It also appeared in the article. 
This is one type of publicity that can earn editorial space in your 
local newspapers. 


Get publicity 


mileage 


from your displays 


By THOMAS C. HUNTER 


Ne wspape;rs. magazines are interested . . . 
if there's that undefinable but necessary 


“news angle. | 


N.: ONLY DO displays create sales 


for your store but they can be a valuable 
publicity for your store in local 
many consumer publications and 
merchandising 


stores are unaware of this publicity value and 
few publicity directors of stores fully capital- 
ize upon this area of public relations. 
Perhaps in this article we can show how it 
is possible for your store to get the most 
publicity mileage of your current displays as 
well as create special displays with this pur- 


a constant source of photographs welcomed by 
your local newspapers — and don’t forget the 
television stations, too. 

An outstanding example of such publicity 
was that received by Shillito’s, Cincinnati’s 
largest department store, during last Christ- 
mas season. Upon receiving the idea from 


source of 
newspapers, 
a multitude of specialized 
“trade” publications. 

Not a that DISPLAY 


month goes by 


WORLD is not notified of some valuable free 
publicity received by some store for a particu- 
newsworthy display, some contribution 
of a store display department of a civic nature 
other behind-the-scenes story that 
captured the eye of a local or national journal- 
ist 


larly 


or SOE 


Unfortunately, the display directors of many 


pose, at least secondarily, in mind. 

Of all displays throughout the year, your 
Christmas displays are the most likely to rate 
editorial treatment more extensive than the 
usual photo and caption. Animated displays 
are particularly adaptable to human interest 
type features. Children, and even grown-ups, 
watching the antics of the moving figures are 


the store’s publicity department, Miss Betty 
Donovan, feature writer, and Miss Julianne 
Warren, staff photographer, collaborated upon 
an extensive article that earned the front 
cover and inside page of The Cincinnati Post 
and Times-Star’s Saturday magazine section 
on November 26, 1960. (See illustrations on 
this page.) The article concentrated on the 
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behind-the-scenes advance preparation of the 
animated scenes and figures and showed mem- 
bers of the display department, under the di- 
rection of Ralph Gollahon, at work. Thus a 
third purpose was achieved: The morale of 
members of the department was boosted con- 
siderably at a time of year when long hours, 


During the January White Sale, Lord & Taylor, New York City, 
tied in with current international headlines regarding the queens 
of England, Belgium, Netherlands, and Thailand. Four windows 
revived four of history’s most famous queens with all costuming 
authentically recreated from towels, sheets, bed-linens and bath 
rugs. Catherine the Great, shown here, joined with Mary Queen 
of Scots, the Queen of Sheba and Queen Nefertiti. 


beat-the-clock pressure and last-minute obsta- 
cles often work in the opposite direction. 

An article on display techniques, appearing 
in a recent (March) issue of Fabric and 
Trimming News, a national newspaper for 
fabric retailers, illustrates the importance that 
trade publications place on proper display in 
their own fields. Using the Sears, Roebuck 
& Co. Plaza Store, Kansas City, Mo., as an 
example, the article dealt with a number of 
points regarding in-store display: 


“Making headlines,” Lord & Taylor's window offers New York’s 
daily newspapers the opportunity of reporting on their own 
participation in a display for the “black and white” look in 
spring coats. The floor of the window is carpeted with open 
sheets of the newspapers. 


© Positioning. “Where both sizes (of fabric) 
are displayed, the larger sizes are placed on 
the far side from normal customer approach, 
so that both sizes are visible, and to attract 
shoppers to the other side for closer inspec- 
tion.” 

@ Lighting. “Lighting is highly important 
in fabric display . . . One display of dark 
woolens was faring poorly but when the 
fabrics were moved under a spotlight, sales 
leaped.” 

e Location. “The sewing findings counter 


A gun rack dominating the display of home furnishings novelties 
offers a number of opportunities. Antiques, guns, and sports 
columns offer a triple chance for obtaining publicity coverage. 
The quality and novelty of the entire display merit attention also 
on the home furnishings page. B. Altman’s, New York. 





should also be well into the store because the 
customer needing such items as threads, but- 
tons or zippers will seek them out, and will 
be attracted past numerous fabric displays in 
the process.” 

This combination of essential sales tech- 
niques along with practical sales-stimulation 
tips drew major space in the publication, il- 


B. Altman’s accents a women’s wear display with Parisian 
posters. A local travel agency may be able to supply enough 
material to document a tourist season’s highlights — enough to 
interest a travel editor in suggesting to his readers that they 
take advantage of the capsule calendar on display in your window 
or survey the activities available on a vacation abroad, and at the 
same time find out what clothes they'll need for the season. 


lustrated by three photographs, bringing pres- 
tige to the store and attention to display fix- 
tures of the Sitka Store Fixture Mfg. Co. 
Many large stores and chains have fully 
staffed departments whose job it is to recog- nize, place and benefit from publicity based on Consumer and trade publications each have 
nize story value and use it to get press cover- a display. Again, it’s a question of finding their special requirements: 
age. But the smaller operation and the spe- the newsworthy element and getting it to the @ Consumer newspapers. The display has to 
cialty store is just as well equipped to recog- editors. 





(Please turn to page 40) 
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Above are some of the letterheads of publications who are currently 
making use of DISPLAY WORLD'S free photo and information service. 
There were 37 magazines from three continents initially interested; these 
reach a total of more than 300,000 readers . .. At right is a montage 
of some of the photos and articles that appeared in these publications, 
including several front cover illustrations. In addition to English, 
articles appeared in Dutch, German, Spanish and French. The photos 


are supplied from those you entered in DISPLAY WORLD'S Inter- 


national Display Contest. 


Publications are eager 


to promote display 


... and here's the proof 


Editors of 37 merchandising magazines 
throughout the world are currently utilizing 
the photo and information resources of 
DISPLAY WORLD to tell their readers that 
better display can sell more merchandise. 
Thanks to your continued support the pro- 
gram will be extended indefinitely. 
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HIS PAST YEAR more than 300,000 
readers of retail-affiliated publications of three 
continents saw photos of the best displays you 
entered originally in DISPLAY WORLD's 
International Display Contest. Several photos 
were featured on front covers; others accom- 
panied feature articles written by our editorial 
staff; still others were published only with 
appropriate captions. 

All this came about one hot summer after- 
noon much like the ones we're going through 
right now. It was definitely not the time for 
housecleaning chores in our Cincinnati head- 
quarters — but it was a necessity. Our filing 
cabinets were filled to overflowing and more 
space was needed. Particularly space con- 
suming were the drawers upon drawers of 
display photographs, entries in our contest for 
the past couple years. 

We looked at thousands of photo- 
graphs, representing the outstanding work of 
the top displaymen in the world, and realized 
that it would be virtually impossible for DIS- 
PLAY WORLD to publish all or even most 
of the quality displays there. It was a frus- 
trating experience, but one that lead us to 
re-examine our current policy and derive a 
solution that would make the most of these 
valuable photos. 


these 
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Two decisions were made almost simultan- 
eously : 

One was that we contribute all non-current 
display photographs to the National Associa- 
tion of Display Industries to form the basis 
for the establishment of a permanent library. 
Thus the photos, in future years, would be of 
tremendous historical significance; and at 
present would be available as a resource and 
idea file for displaymen availing themselves of 
the opportunity of visiting the NADI office in 
New York City. 

The second decision was to open our current 
photo files to the editors of any publication 
remotely interested. To notify them we 
mailed letters to 87 editors throughout the 
U. S. and Canada. 

The was almost overwhelming. 
Replies were immediate and enthusiastic — 
some were even urgent in their requests for 
particular types of displays for a forthcoming 
issue. Several went even farther to request 
special articles on how their readers could 
improve their displays. 

All requests were filled as promptly as pos- 
sible. At the heighth of the promotion the 
entire editorial staff was devoting almost an 
entire week each month to sifting through 
the photographs for the best examples to fill 


response 


specific requests and in writing special articles, 
all of which were provided at no cost to the 
receiving publications. 

Was it all worth-while? We ask ourselves 
this question upon reviewing these accomplish- 
ments and as we anticipate an equal number 
of requests throughout the coming year from 
editors with whom we have established rap- 
port and some degree of comradery this past 
year. 

The cannot be easily measured. 
However, we do know that the majority of the 
publications are read by department store ex- 
ecutives, buyers, merchandise managers, de- 
partment managers and small store owners. 
Whether these groups have been affected by 
this promotion of what better display can do 
for their stores cannot be measured. Whether 
the displaymen recognized in the captions with 
most photographs will increase in stature in 
their stores will only be known to each dis- 
playman. Whether display manufacturers, 
whose products were obviously promoted in 
these published examples of better displays, 
reaped financial gain will only be known to 
the concerns involved. Whether the photos 
and articles will lead to a general improve- 
ment in display quality awaits to be seen. 

At DISPLAY WORLD we have noticed 
two direct results that can be partially at- 
tributed to these promotional efforts: First, 
inquiries for display material sources and for 
solutions to particular display problems have 
been on the increase — even from non-sub- 
scribers. Second, DISPLAY WORLD?’s cir- 
culation has increased by almost ten per cent 
during this period, a substantial portion com- 
ing from stores and firms who had not been 
prior subscribers. 


results 


There are several comments, articles and 
photographic presentations that deserve par- 
ticular mention: 

Professional Florist magazine has published 
photos of displays in which real and artificial 
flowers have played a prominent role in prac- 
tically every issue this year and has many 
more scheduled. In a recent letter, Mrs. Anne 
Semenovich, associate editor, writes: “I want 
to thank you again for your help and cour- 
tesy in enabling us to use such appropriate 
and tasteful display material from the files of 
your magazine . I have retained 58 photos 
for our use in Professional Florist... ” 


This same magazine used two of our photos 
on its front cover, the latest being the July 
issue, a special display issue containing ten 
of the photos. We have received numerous 
inquiries from readers of this publication for 
the sources of display materials seen in the 
photos. 


Charles A. Jones, editor of Boating Industry, 


which has scheduled some of our photos, 
writes: “I want to thank you for the many 
favors you have extended to me during the 
past few weeks. The pictures which you so 
kindly sent have been extremely valuable to 
me.” 

“We believe that wider distribution of this 
type of information will be of great value to 
merchants everywhere,” writes W. T. Coulter, 
publisher of Commercial Bulletin and Apparel 
Merchant, in which several photos were pub- 
lished. 


Gene Bennett, editor of Furniture Retailer, 


(Please turn to page 41) 





ITH A FEW exceptions, Manhat- 


tan’s top stores can boast of some of the 


best copywriting found anywhere. The 


signs are always cleverly worded and 
flawlessly neat. Whether machine-printed 
or hand-lettered, there is a criterion every 
displayman can shoot for. Of course, they 


are no slouches when it comes to the rest 


Ne or k Ww 1 n d OWS of the display either. 


SAKS 34TH ST., by Alfred Kay, (top left, oppo- 
site page) —“Summer Straws . . . Black, Sophis- 
ticated, Beautiful” told the story of this effective 
grouping of accessories in black, white and com- 
actos courtesy of Jayrod Studios, New York City) binations of the two. Frame and back wall of 
the shadow box was in black: the floor, white. 
White fluted paper fan to right has just touches 
of black on edges; larger fan to left is pure white. 


B. ALTMAN, by Anton Heller (top right, oppo- 
site page)—-The white wire sailboat rests on a 
series of rippled glass “waves.” White oars sus- 
pended by white chains make unusual and effec- 
tive props for displaying the ties .The nautical 
area of the floor is covered with beach sand. 
Miniature “boulders” are grouped before the gray 
background curtain. The ties are in a quiet pat- 
tern of black and charcoal as the copy reads: 
“Summer cool iridescence on new ties of Italian 


. Pr 
silk. 


LORD & TAYLOR, by Paul Vogler (/e/t) 
Moroccan rugs provided the back wall and floor 
of this budget-saving display (provided your store 
carries these expensive rugs). Colors in the rugs 
blended aptly with the lavender, fuschia and 
magenta patterns in the dresses on those well 
tanned summer mannequins. The always bright 
and crisp copy read: “The American individ- 
ualist’s closet is the world . . . here by Emilio, 
the best of all summer ways to dress, from 
Italy.” 





FRANKLIN SIMON, by Wilmer Weiss (left) 
—A white card in a white wooden frame told 
shoppers to “Give Dad a hug, a kiss, and a hand- 
some gift from Franklin Simon’s Men’s Shop.” 
In observation of Father’s Day, four windows 
were devoted to men’s wear as gift suggestions. 
A plywood cutout of a man’s shirt was suspended 
by stiffened clothesline roping plus oversized 
wooden clothespins. An amusing bit of artwork is 
painted on the shirt, depicting a modern version 
of Eve in the Garden of Eden. Eve is replete 
with a red rose in her long, black tresses and a 
fig leaf. The tree trunk was gold; snake, blue; 
apples, red; leaves, green. Floor was white tile; 
background planks and low table were also white. 
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TAILORED WOMAN, by John 
Parker, (right) —The theme “Step- 
ping into Summer” couldn't possi- 
bly be more obvious with the 
ornamental staircase painted in the 
palest pink in the background with 
one mannequin descending. Pink 
pedestal, pink carnations, pink vase 
all fit in precisely with the summer 
colors in the dresses worn by the 
ladies- mostly reds and yellows. 





OHRBACH’S, by Andrew Hvorslev 
(right)——“The Cutest Little Girls 
find their cottons at Ohrbach’s” 
announced the card from its tra- 
ditional location pinned to the 
window frame at almost eye-level 
(What passerby can miss it!). 
Paper cutouts of typical house fur- 
nishings were pasted to a large 
cutout dollhouse. Cutout clouds 
and sun were suspended overhead. 
Cutout apples on a cutout tree 
stood at the left. In front of the 
lovely children mannequins were 
groupings of miniature wicker fur- 
niture. 
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HE new Besse-Richey branch store in the 


The distinctive character of the mall facade design was achieved by carefully blending 


Connecticut Post Shopping Center at Milford 
was completed in late 1960, and is one of the 
outstanding men’s, boys’ and women’s apparel 
stores in the East. It is designed to appeal to 
middle and upper income customers, and em- 
phasis is placed on quality and style. The ar- 
chitecture combines modern and _ traditional 
New England elements which make it different 
from the surrounding stores. 

This is Besse Richey’s second suburban 
store, the first one having been opened five 
years ago in Hamden (12,00) square feet). 
The downtown parent store of the 73-year-old 
firm is at 839 Chapel St., New Haven, Conn., 
(19,000 square feet). 

The Milford branch measures 17,400 square 
feet and is one of the largest stores in the 
shopping center. The Colonial theme for the 
exterior was chosen to blend with the modern 
character of the center, while maintaining its 
own distinctive atmosphere. An _ authentic 
early New England doorway is reproduced in 
the main entrance on the Mall, giving a dra- 
matic and yet conservative effect. The doors 
measure 2 feet 8 inches wide and 8 feet high, 
and each has a white pine circular panel across 
the center dividing it into an upper and lower 
pane. 

The entrance vestibule is set at a 45 degree 
angle to the Mall, so that three exposures of 
the main facade are clearly visible to trafhe 
approaching the store. Maximum display area 
is provided by six large show windows and 
eight shadow-box units interspersed along 
Norman rockface walls, with pecky cypress 
used for valances above the large show 
windows. 

The rear entrance overlooks an attractive 
patio and the south parking area. It is planned 
to be as inviting as the Mall front, with a 
replica of the main Colonial entrance, flanked 
by two large windows on the right side and 
one on the left. White horizontal clapboard 
walls, brick piers and bulkheads complete the 
Colonial theme. The store is clearly visible to 
motorists on the Connecticut turnpike. 

The 9,000 square foot first floor is devoted 
entirely to men’s apparel. It is divided into 
seven. departmental areas, individually de- 
signed to focus attention on various types of 
merchandise, promote related selling, encour- 
age browsing, and provide convenience for the 
customer. 

Immediately to the left of the store entrance 
is a gift bar featuring a variety of items suita- 
ble for year-’round buying. Then follows the 
Arrow Shop, an unusually large and eye- 
catching display of this brand name line of 
shirts, handkerchiefs, neckwear and underwear. 
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early New England Colonial and contemporary architectural elements. By setting the 


entrance at a 45-degree angle to the mall, three exposures of the front are presented 


to the heaviest flow of pedestrian traffic. Maximum display space is provided by the 


large show windows and wrought-iron framed shadowbox units. The contrasting wall 


surface is Norman rockface brick in brown. tan and black color tones. 


New Besse-Richey branch 


combines traditional and modern archi- 


tecture with emphasis upon self-selection 


By CHARLES 5S. 
TELCHIN 
Telchin & 
Campanella 
Architects 

New York City 


Close-up detail of the 
8 ft., 10 in. wide canti- 
levered stairway con- 
structed of two steel 
stringers and _ precast 
terrazzo treads and 
platforms. The railings 
are of wrought iron. 
Rock faced brick was 
selected for the circular 


wall. 
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Detail photo of a portion of the men’s clothing department. 
Indirectly illuminated “tropical” plastic panels over the 
revolving cases makes this area the focal point of this de- 
partment. The cashier area is located at the left of the 
clothing area. The firm’s initials on the center of floor 
units add a note of individuality. 


The merchandise is strikingly displayed on 
white self-selection units against a lamp-black 
wall background. Additional furnishings oc- 
cupy a prominent location just to the right of 
the entrance. 


The focal point on the first floor is a cir- 
cular designed sportswear department located 
near the center of the store. It measures 
53 feet in diameter, and is further distinguished 
by a circular hung ceiling suspended below the 
acoustical tile main ceiling. Shadowless il- 
lumination of this area is provided by a series 
of fluorescent recessed dome units and a con- 
centric grouping of recessed incandescent spots 
in the ceiling. 

The sports wear department surrounds a 
magnificent circular stairway leading to the 
lower level. The wrought-iron railing is 
custom-designed in an attractive scroll pat- 
tern. The cantilevered terrazzo treads and 
platforms are supported on steel plates, which 
in turn are supported by two steel-box string- 
ers. On the lower level, the stairwell is sur- 
faced with Norman rockface brick in a mix- 


The circular sportswear department surrounds a magnificent 
stairway to the lower level. 





ture of colors including brown, tan and black 
tones. 


MEN’S CLOTHING DEPARTMENT 


A U-shaped department at the rear of the 
first floor is devoted to men’s clothing .and 
slacks. This department occupies 3,000 square 
feet and can be entered by the rear door from 
the parking lot, but is also visible from the 
main entrance on the Mall side of the store. 
It is immediately accessible to customers 
shopping the sportswear department which 
adjoins it. 

Perimeter wall cases are equipped with two- 
tier revolving racks for maximum hanging 
capacity. A variety of floor units, custom- 
designed for self-selection, are used to display 
slacks, sports coats and other merchandise. 
They are arranged for related selling. All 
fixtures and wood trim are hand-rubbed cherry 
mahogany. A three-way mirror is located m 
each of the three perimeter wall case units, 
and ample fitting rooms are provided as close 
as possible to point of sale. 

The shoe department is strategically located 
between the clothing and sportswear depart- 
ments, along the right wall, where it’s exposed 
to traffic in both departments. The fitting 
area and forward stock wall units are designed 
to make this one of the most attractive areas 
on the main floor. A well-stocked hat depart- 
ment next to shoes faces the clothing area. 


A masculine decor is carried out on the 
first floor, with blue-green tweed carpeting 
used to harmonize with the cherry mahogany 
woodwork. The color scheme combines beige, 
medium green, white and mocha. 

(Please turn to page 63) 


Close up detail of the circular sportswear department. 
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Autumn Leaves... 


@ This classical fall leaf is made with light cardboard. 

e Cut out half of leaf from square sheet leaving it barely 
attached at top and bottom; then just twist it to form 
other half of leaf. 

e Glue rectangular half of design to back of window or onto 
another contrasting sheet of cardboard to symbolize the 
autumn season. 





Hunter Home from the Hills... 


e Cover your mannequin with fall leaves, branches and bark 
to form a hunter carrying his prize on a pole over his 
shoulder. 

His forest is simulated by three tree trunks bare to the 
ceiling in the background. 

Camping and lunting equipment is displayed here and there 
on low tables as well as the grassy floor. 

Also good tie-in with articles made of various leathers or furs. 














An Old Sales Saw... 


e This is the perfect atmosphere for those fall ee ; —EE 
. = SL) eae > 
wood and sawdust fashion colors. SSS 2S SS, Sn! 


e Cut up some logs into thin slices and shellac 
them to bring out the texture and grain— 
you might even sand the surfaces mirror 
smooth. 

e Attach these slices in arrangements on the 
back wall around a large rough hewn 
scaffold. 

eUse an old antique hand saw, log and 
sawhorse in foreground along with current 
fall fashions. 

e@ Scatter sawdust on the floor. 
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Shades of Joyce Kilmer... 


e@ This isn’t the tree in which the robins nested, but it can become a versatile dis- 
player for yard goods, lingerie or perhaps other merchandise. 

e Find several heavy logs having interesting shape and texture and suspend them 
to find the center of gravity. 
Drill three holes near the base of the trunks and insert three metal pipes or 
wood dowels into the holes to form a self-standing tripod of each log. 
Higher up on each trunk drill smaller holes and insert smaller rods or dowels 
to form branches upon which to drape or suspend the goods. 


























Spend Autumn at Home... 


@ Symbolize the home by suspending pitched roofs above your 
hard lines or appliances. 

















e Create the unusual but simple curtain by stringing real or 
artificial fall leaves on yarn and gathering them at side. 








Bonus Ideas... 


@ Cut out leaves from various fall colors of construction paper 
and attach them to seamless paper background in random 
fashion. 


Have your mannequin step through a large leaf-shaped opening 
in a seamless-covered panel. Use summer scene behind her and 
fall in front. Theme is “Stepping into Fall.” 

Create an autumn nymph by spraying a glue-covered mannequin 
with sawdust and then spraying her with fall colors in 
myriad fashion. 





By Day and Night... 


e This particularly dramatic ef- 

fect can be created with a 
minimum of expense and ef- 
fort for use with practically 
any merchandise — and prac- 
tically any season. 
Behind a screen of fine gauze 
is a stark branch illuminated 
by a single spotlight that can 
be attached to an automatic 
dimming device that will give 
the effect of dawn and sunset 
continuously. Or you can make 
it the object of attention of a 
rotating color wheel. 


Pe 
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ce en AY COMPANY’s newest addition formally opens in 
the beautiful Mission Valley, just outside of San Diego. 
Mermaid makes splash but is not in the swim at Saks— 
Beverly Hills. Brides in all their splendor adorn windows 
at Bullock’s—Wilshire. Citrus fruit electrifies for attention 
to merchandise in these colors at Haggarty’s. Exotic jewel 
setting fascinates shoppers at Myers—Whittier. Good, old 
dad is acknowledged at Ohrbach’s— Wilshire. 


OHRBACH’S, Wilshire, by William F. Meissner (top, opposite page/—-The coming of 
Father’s Day was received in a warm, plush setting of years ago. A provincial print 
in red and blue covered the wall, sectioned off into three separate rooms. In each, 
handsome antique furniture held the many gift suggestions. A male figure attired in 
the latest continental fashion was also included in each of the scenes. Overhead of 
the center unit a distressed pine panel with gold block letters applied spelled out the 
occasion. 


SAKS FIFTH AVE., Beverly Hills, by Art Alvarado (top left)—-On the main floor 
foyer a very striking waterfall scene attracted attention to a swimwear promotion. 
The perfumed water flowed down a weather-beaten, simulated rock structure 7 feet 
wide, 5 feet deep and 4 feet high. Different colored flowers, green foliage and 
colorful birds decorated it as additional garlands of green were suspended from above. 
An alluring mermaid sat on top of the structure; her long flowing blonde hair draped 
sensitively over a shoulder and her elongated tail nearly touching the floor. The very 
clever reader appended to it read: “But Lore Li Honey! How can you compete with 
a SFA swim suit?” 


BULLOCK’S, Wilshire, by Philip Ensminger (bottom left)—-The loveliness of a bride 
was exquisitely personified in a series of five windows by especially designed William 
Cahill’s bridal gowns. The costumes in imported lace and fine beading represented 
different periods of history. The one in the photo depicts the medieval era. An 
arbor motif adorned all the scenes by the suspension of natural smilax imported from 
the South. 


MAY Co., Mission Valley, by Meredith Rose (below) — We welcome May Company’s 
newest store which recently was added to its growing family. Located in the beautiful 
Mission Valley just a short distance north of San Diego, the whole shopping center 
consists of 42 specialty shops situated between May Co. at one end and Montgomery 
Ward at the other. There is parking for 7,000 cars. 

In the opening interior trim on the main floor the ledges were decorated with a 
dome structure, a replica of the design of the historical mission located in this valley. 
Below it was a huge planter filled profusely with foliage and flowers. 














By DICK JACHIM 


MYERS, Whittier, by Roland A. Pennoyer 
(right) The exotic mysterious charm 
associated with the Far East was richly and 
delicately depicted in this jewelry window. 
The center of the background consisted of 
three panels in black velvet with gold plastic 
pattern squares over them. Flanking each 
side, another black velvet cover design was 
created. This gave a feeling of extensive 
depth for the jewelry displayers in front of 
them which also were in black velvet but for 
the top. It was in turquoise. The flooring 
picked up the turquoise and the risers, the 
black velvet to complete this elegant and 
exotic mood, 








HAGGARTY’S, Los Angeles, by Alex 
Abram (left) — Citrus colors in summer 
accessories and dresses were given impetus 
by electrified lights which simulated the 
different citrus fruits in color and design. 
These were attached to branches which were 
suspended in the center of the composition 
with some of the costumes as well. Below 
this, on a patch of grass, were accessory 
groupings with fruit accents. Additional 
accessories surrounded the area. These were 
on risers attached to brass extension poles. 





CASON’S 


Swedish Men’s Store 


By TORSTEN HJERN 


“A properly designed shop interior reflects 





These words appear in an article entitled 
“How to Make Them Buy” printed in the 
Atvidaberg house organ. They were uttered 
by Carl Cason on the occasion of his firm’s 
40th anniversary in the autumn of 1960 
which coincided with the re-opening of the 
Malmo men’s wear store after extensive al- 
terations. As on so many other occasions, 
Mr. Cason again commissioned Atvidaberg’s 
Inredningar to design and furnish the in- 
terior of his remodeled store. 

In the firm’s anniversary publication Mr. 
Cason emphasizes his satisfaction with the 
work in the following words: “Reconstruc- 
tion had been decided on long ago with the 
object of re-designing the entire store in 
order to make it even more efficient and at- 
tractive Atvidaberg’s interior decorator 
Ragnar Asklund has worked wonders and 
transformed our main store into what we 
will be a mecca for Malmo’s clothes- 
All who have seen it are 
store is in a class with 
the international elite.’ 

With Mr. Cason shall 
now make a tour of the premises to see for 


hope 
conscious mentolk. 
agreed that the new 


as our guide we 


' 
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the character and personality of the firm.” 


An unbroken facade (below), the pillars sep- 


arating the windows are now approximately 
8 inches behind panes of glass. In other words, 
the entire facade has been moved forward by 
that amount. The once so famous curved Cason 
been converted into an en- 


corner has now 


The 


window was a source of annoying reflections. 


tranceway. large, curved, plate glass 


Asymmetrically framed in walnut, the entrance 
(right) was sculptured by Malmo artist Thure 


Thorn. Doors are of safety Securit glass. 


ourselves whether he was justified in his 
enthusiasm. 


A FACE-LIFT FOR THE FACADE 


Mr. Cason’s shop front is perhaps the most 
outstanding of all the shops lining Gustav 
Adolf’s Square in Malmo and has long had 
the eyes of Malmo’s men-about-town fo- 
cused on it. The entrance is no longer on 
Gustav Adolif’s Square itself but has been 
moved to a side street, Sodra Tullgatan. 
This has allowed the facade fronting the 
square to be given an unbroken, unified 
appearance. Relocating the entrance ’round 
the corner has also helped to alleviate traffic 
problems and the heavy flow of traffic in 
Gustav Adolf’s Square is no longer ob- 
structed by vehicles parking in front of the 
store while loading and unloading. Window- 
shoppers benefit from this new arrange- 


(Please turn to page 59) 


DISPLAY WORLD 








(top left) Immediately inside the entrance, customers are 
confronted by an elegant stand displaying topical impulse 
goods. On the right is a glimpse of the staircase leading to 
the upper floor. 

(top right) First floor showcases carry a selection of gift 
articles. On the left is an eye-catching tie department behind 
two small display counters. Drawers below the tie display 
contain bow ties, white scarves and a more exclusive range 
of ties. 


(left center) Leading up to the ready-made clothing depart- 
ment, the staircase is also finished in walnut with soft, light 
blue carpeting. Below the staircase is space for the department 
head who has a quiet place to work and a good view over 
the store. 

















(right center) General view of upper floor shows wall-to-wall 
carpeting covering the floor and the pillars encased in 
mirrors. The windows at the right reach from floor to ceiling 
and are fitted with open-mesh Terylene curtains and side 
drapes of blue velvet. 

(bottom left) The sportswear department differs in design 
and decor from the rest of the store. 


(bottom right) Adjoining the ready-made clothing depart- 
ment is the tailoring department. Compartments for bolts of 
material are completely recessed into the walls. In front of 
these compartments can be seen a practical demonstration 
trolley. On the extreme right is a group of comfortable fur- 
niture. Illumination in this department is provided solely 
by ordinary incandescent light bulbs. 





Market Week 


DISPLAY WORLD’s roving camera was busy throughout 
the four floors of exhibits at the Christmas Market Week 
of the National Association of Display Industries at 
Chicago, June 25-29. Photos are identified from left 
to right beginning at the top of the tree: John Hladio, 
Swank Hardware Co., Johnstown, Pa., and Bob Cole, 
Morgan Sign Machine Co. @ Al Wagner, Sears, Roebuck 
& Co.. Chicago: Mrs. Noel Lituchy, Noel Mfg. Co., Inc., 
and Jim Brady. also of Sears @ Sol Stern, Park Lane 
Fabrics Co.. Inc.: Syd Jackman, Jackman Display, Los 
Angeles, and Jerry Davis, Artistic Latex Form Co. 
@ «. G. Woelky, Bulkley Dunton & Co., Inc.; Hugh F. 
Mooney, R. W. Reed Co., Tupelo, Miss.. 

and Allen Grossman, Grossman Display 

Center. Buffalo @ Fred H. Nathan, Allied 

Display Materials, Inc., and Ernest L. 

Ravner, Willey’s, Hutchinson, Kan. @ Iver 

Lindstrom, Klein’s, Peoria, Kan.; Marlo 

G. Moore. Gold & Co., Lincoln, Nebr.;: 

John L. McConnell, Addressograph-Multi- 

graph, Chicago; George Whittet and James 

Reynolds, Reynolds Printasign Co. @ Alvin 

Brown, Harry Berkoff: Harry Scheff. 

Scheff Fabrics, Chicago: Harry Berkoff 

of firm by same name, and Jack 

Cameron, Cameron Co., Glenview, 

Ill. @ Leonard Pons, D. H. Holmes, 

New Orleans, La.; Lawrence F. 

Charrot and Jack Wickel, The L. J. 


Charrot Co.. Inc. 





MORE 
PHOTOS 
NEXT 
MONTH 











Candid Photos 


@ George Zafero, Zafero Studios, Inc.; Michael Ciliberti, 
Blum Store, Philadelphia, and Tem Celenza, B. F. 
Dewees, Philadelphia @ Tom Hughes, Garrison-Wag- 
ner Co.; Troy Atkins and M. A. Van Slyke, TVA, 
Chattanooga, Tenn. @ Mr. and Mrs. K. W. Bailey, 
Bailey Display Service, Decatur, Ill.; Irving Rosenthal, 
Thall Metals & Piastics, Inc., and Syd Jackman, 
Jackman Display, Los Angeles @ Robert E. Valentine 
and Miss Betty Bonzani, Gately People’s Store, Chi- 
cago; R. E. Anderson, Minnesota Power & Light Co., 
Duluth, Minn., and Robert A. Campbell, Kline’s, Ann 
Arbor, Mich. @ Jack Olt, Display Associates, Inc.; 
Miss Frances Michels, Interstate Dept. 

Stores, Waukegan, Ill.; Cario Gulino and 

Jeffery Mears, Interstate Dept. Stores, New 

York City @ C. B. Lang, Showcard Ma- 

chine Co.; Don Weaver, The Boston Store, 
Milwaukee; Mort Vogel, Showcard Ma- 

chine Co., and Harvey Young, Federated 

Dept. Stores, Cincinnati ®@ Sal Lombardo, 

Lombardo & Company, Inc.; Allen Gross- 

man, Grossman Display, Buffalo; Rudy Rin- 

dler, Rindler Display, Seattle, and Joe Helft, 

Lombardo & Company, Inc. @ Jerry Denton, 
Ferro-Craft; Gary Rubinstein, Dann 

Dee Displays, Chicago, and Bill Sal- 

omon, Model Display, Phoenix, Ariz. 

@ B. A. Wilson, Wing’s Success Dis- 

play, and Mr. Culbertson, Richman 

Bros., Cleveland @ Ted Key, Crea- 

tive Promotions of California; John 

DD. Lucas, Heavenracks, Sag- 

inaw, Mich., and Mrs. Key @ 

Joseph DiGrazia, Display As- 

sociates, Inc.; Mr. Kramars, 

Fair Store, Flint, Mich.; Jo- 

seph A. Pollard, Interstate 

Dept. Stores, ew York City; 

Bill Tusing, Grand 

Leader, Fort Wayne, 

Ind.; Sid Gard, Display 

Associates, Inc., and 

James Burns, Spring- 

field Dry Goods, Spring- 

field, Ill. @ E. Penny- 

witt, Doerr & 

Assoc.; George 

Gardner, H. S. 

Barney Co., 

Schnectady, N. 

Y. and Joe Cap- 

pel, Doerr & As- 


soc, 
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Think color 
and youll think 


VIZUSELL 


the modern 
merchandising system 
that lets you 

show more, sell more 
...in less space! 


Bronson, Michigan 





L.A. DARLING COMPANY 


Vizusell is today's most modern merchandising system! Removes all restrictions to your 


Taare le liars helel ame Olot@ahihectalem 2010 m Cem Felalelcr freely Taman celaieme)meelielaiti mm iia) lee tse aleli= display 


creations, the likes of which you've never known. Equally adaptable for walls, floor units, 


over-counters Malelansiahilas stores, ¢ omplete departments or TALOIWALOLersL displays. Assures 


you the greatest possible return on your merchandising and display investment. And pays 


off in years and years of visual salesmanship that boosts volume by stimulating self selection! 
Installs easily and economically / Offers excl ive fractional adjustment / Provides ¢ pietety functional 


bracketing / Adapts readily ft v/i Type r merchandise Lipise visual selling areas / Gives smart, 


modern appearance / Permits QuiCA, CaSy Chan 





Write for 84-page catalog jam-packed with display ideas in everything from 
hardware to high-fashion apparel. Do it now! 


L. A. DARLING COMPANY, Dept. 118D 
Bronson, Michigan 
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LOIS DAY 


SAKS FIFTH AVENUE, by Joe 
Kreis (left) Elegant room settings 
as if for a coming-out party were done 
for three debutante gown displays by 
Chicago Interior Decorator Jack 
Stevens. In return for the beautiful 
settings Stevens received a credit in the 
window. The wall panels and match- 
ing draperies were antique gold and 
white fabric with white molding. White 
curtains, a light vinyl floor and furniture 
and accessories from an antique store 
completed the room settings. Two 
mannequins in the main window and 
one mannequin in each side window 
wore the deb dresses for fall and 
winter. 


Mas Chicagoland displays made 


use of settings which hung from the ceil- 
ing to promote summer casual and dressy 
fashions . . . Since the city played host to 
NADI Market Week. Chicago displays 
were viewed by an added audience of 
display experts from around the world 
.. . Wieboldt’s did a storewide salute to 
the circus with colorful backdrops as the 
higtop came to town... The Fair went 
nautical with suspended canvas and yards 
of rope in a sportswear window .. . Gil- 
mores soft summer dresses contrasted 
with the starkness of a suspended Civil 
War setting ... A hanging diamond and 
planter lantern called attention to the 
sleeveless look for Carson's .. . Saks Fifth 
Avenue had an interior decorator do set- 
tings for a deb gown promotion . . . Also, 
numerous stores featured bridal displays. 
most in simple settings . . . 


CARSON, PIRIE. SCOTT. by 
Clement Bradley (/e/t) Double 
diamonds and black with white were 
the theme of a series of six State Street 
displays featuring “the sleeveless look.” 
4 hardboard diamond painted in black 
and white triangles with contrasting 
lettering hung by wires at the left form- 
ing the sign. The words, “Black & 
White” were in raised letters. Next to 
it hung a large bamboo and paper 
Japanese lantern containing ferns. The 
grass diamond on the floor at the right 
beneath the two mannequins echoed 
the shape of the sign and the color 
of the ferns. Window Display Manager 
Bill Babcock said that, though it was 
very simple in makeup, the promotion 
was a huge success. 





WIEBOLDT’S, by Carl James (right) — “When the 
CIRCUS comes to town” was the theme of nearly all 
Wieboldt’s window displays at the opening of Ringling 
Brothers Barnum and Bailey Circus in Chicago. “Color 
Sparkles Everywhere” was the circus-come-to-town tie-in of 
four State Street windows using similar settings in various 
colors. Illustrated was a trained tiger act amid circus setting 
provided by a line drawing panel on the back wall, yellow and 
white vertically-striped paper on side panels with matching 
fringes overhead and a yellow sawdust ring beneath the plaster 
performer. The tiger’s pedestal was yellow and white in keep- 
ing with the setting. Cords from the ring at the floor to the 
ceiling made a cage for the tiger. Two mannequins tended 
the act dressed in beige- and tangerine-striped sundresses. 
Other windows in the series featured a tightrope walker, a seal 
balancing a ball and circus favors in barrels. Another series 
made use of circus posters. The circus theme inside the store 
was provided by striped, scalloped trim around the columns. 








WM. Y. GILMORE, by Ted Lees (left) — Representing display in out- 
lying urban areas this Oak Park series of four windows used the Civil War 
theme that has swept the nation. Hanging from the ceiling, black 1 inch square 
strips held printed announcements of Civil War days. The tallest row of signs 
was tacked onto the front of the strips. Each flanking row was tacked 
to the back of the one strip and to the front of another, giving added 
dimension to the overall design. The posters were printed on yellowed paper 
to simulate age. Immediate Civil War identification was given by blue and 
gray Union and Confederacy caps and Confederate bills throughout the setting. 
The single mannequin wore a white summer dress. 


THE FAIR, by Frank Par- 
rella (right)- —“Nautical mind- 
ed sportswear” was promoted in 
a rope-and-canvas setting by this 
store, long known for its good 
displays. Three canvas sheets 
stretched between poles that were 
hung from a block and tackle 
and wires to the ceiling. Each 
contained a rope or tackle print. 
One mannequin was hauling on a 
diagonal block and tackle at- 
tached to ceiling and plywood 
floor which served to bring the 
nautical background into the 
midst of the display. Three 
other mannequins, one holding 
rope from a large coil on the 
floor, displayed versions of The 
Fair's nautical sportswear. The 
sign lettered on a grooved panel 
that resembled a piece of ship’s 
decking held a small helm. It 
said, “Ship-shape on board . . 

our nautical minded sportswear.” 
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Vy O] 9) (" t 1 0 nN C TRUE LOVE can be sym- 


bolized by personifying 
the manly black crook- 
handled umbrella and the 
from the drawing board dainty feminine parasol 
by attaching faces as 
shown here. Elsewhere in 


of Jan Ujlaki the window you can fea- 


ture other “his and hers” 








merchandise for the sea- 





son of inclement weather. 





TURNABOUT is fair game for the hunter. Witness the 
beagle off to the woods with shotgun under arm. Display 
children’s wear or just about any merchandise that fits in 


well with the “A Hunting We Will Go” theme. 























THERE ARE MANY JOKES about what Napoleon was 
holding inside his coat, but why not let the “Little Cor- 
poral’s” mannerism help sell your top coats. You can find 








one of the hats at most costume stores. 





HUMOR? WHY NOT? Take the typical fall leaf display 


cliche and turn it into a chuckle and a sale. Cut out your 





vice-president in charge of leaf raking from hardboard. 
Mimic his face in the shape of the leaves on the tree. Sus- 


pend merchandise on platforms at various levels and depths. 


A Rog > 











eI 


Air 


ANOTHER TURNABOUT! Our hunter friend is amazed 
to find the rabbit bringing back the dog for a change. This 





goes well with hunting paraphernalia and equipment. But, 











it might be adapted for many types of merchandise. 
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NEW! make your 


own display poles 
by the dozen! 
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TIMBER- «2°... 
TOPPER °1”° 


Just order 154” natural wood poles from any 
lumberyard. (They come in lengths up to 16 feet 
for only about $1.50!) 


Cut poles 3 inches shorter than your ceiling height, 
slip on your spring-loaded TIMBER-TOPPERS and 
pop them into place! 


You can have dozens of tall, strong and handsome spring poles 
at the lowest cost in history... 


_.. and it’s the most versatile pole! 


@ Tack to it, screw into it, bore it for dowels .. . Fasten 
shelves, lights, mobiles, signs or anything else any- 
where on this wooden pole without special fittings! 


@ And have any finish you please. . . Paint it, wax it 
wrap it in foil! 
The No. 52 round wooden TIMBER-TOPPER® is a gracefully 
tapered cap 7 inches long, made of fine kiln-dried birch or 
maple. Pole is held firmly in place by TIMBER-TOPPER’S life- 
time engineered spring. Soft protective pads prevent damage 
to ceiling and floor. (Packed two dozens). 





*TRADEMARK . .. PATENT APPLIED FOR 


wit hor For further details, call or write 


: scape: CaM gE si Mar se BREWSTER, INC.., Dept. D8, LYME, CONN. 
**TRADEMARK...PATENTED TELEPHONE GEneral 4-7423 
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Proposed fixture layout for second 

floor of Muzzy Bros., Bristol, Conn., 

showing bridal shop, budget dress 
shop and millinery department. 








By JIM KILEY 


ie AREA around a column is usually 


considered a poor display point; and in this 
scale fixture lay-out for another section of 
the second floor of the Muzzy Brothers store 
in Bristol, Conn., we had two columns to 
contend with. 

The total available area in the larger right 
hand section is 2,256 square feet and 969 
square feet in the left (bridal shop area). 
Part of the section at the right will be taken 
up by a small millinery department to be fix- 
tured by the lessee. 

As I have so often mentioned before, it is 
the number one job to first work out a fixture 
plan or departmental lay-out in accurate 
scale. This makes it possible to determine 
the number of floor fixtures and feature 
displays that can be installed and still es- 
tablish adequate width customer  trafhe 
aisles. 

Many times I have had merchants say: 
“We plan to install eight floor racks and a 
couple of platform feature displays in this 
department.” Then, on scaling off the area 
involved, we find it inadequate in size to 
accommodate them. 

This is the reason that the first thing to 
do is prepare an accurate scale outline of 
the building or area involved, and then fit 
in the fixtures so that adequate width aisles 
and a definite pattern of traffic is established. 

Note how the staggered position of the 
(R) floor racks, as indicated by the large 
arrows (1) and (2), show how their position 
will “steer” customers into the side wall 
hang rod fixtures and finally on into the rear 
left hand corner department. 

The code letters (G) (H) (1) 
indicate suitable width aisles in 
these racks. 

In some stores too many racks are placed 
on the floor with the result that a crowded 
uninviting condition prevails. This is not 
too bad in a bargain basement operation, but 
this store features formals and better dresses 
plus a high style budget shop. 

(A) These are two carpet-covered 
bases complete with see-through type of 
panel displays secured to the column. The 
free-form one at the right faces all the cus- 
tomers walking up the wide stairs and the 
feature display will attract immediate atten- 
tion. A smart mannequin will be used, plus 
attractive seasonal decorations. 

The same type of display will also be in- 
stalled on the rear base in back of the 
column. 

All the floor racks of a smart modern 
design will be placed on a perimeter around 
the area in a position to steer customer 
traffic into the wall hang rod sections. These 
are on-hand wall fixtures that are to be re- 
finished and dressed up with attractive over- 
head wall decorative treatments. 

(X) This is an additional section that can 
be installed on a curve to round off the cor- 


and (K) 


between 


ke Ww 
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ner and provide rear fitting or dressing 
rooms. In the beginning it was planned to 
install the Bridal Shop in this corner, but 
after checking off the size of the area in- 
volved it was soon apparent that it would 
be totally inadequate. A bride being fitted 
with a gown, plus the attending mother, 
relations and a competent fitter, etc., re- 
quires plenty of room, and it is poor plan- 
ning to provide an inadequate size fitting 
room. 

My suggestion is to use the rear corner 
for this important and lucrative Bridal Shop 
and then a suitable size fitting room can 
easily be installed behind the special curved 
(BD) feature display. 

(M) This shows how two floor racks can 
be placed together complete with a quarter- 
round low feature display base. 

The large arrows show the way into the 
offices and, as this area is non-selling, | 
have used it to show a drawing of the sug- 
gested (BD) feature display. 

[ would build the curved partition out 
of 2- by 4-inch lumber faced with 3-inch 
plywood and then paint it in a pale blue. 
Squares of pale gold metallic foil card can 
then be cemented that the 
blue shows around the edges. 

The large circular church window can 
easily be cut from plywood with the brilliant 
colored windows simulated with sheets of 
cellophane or glass. This unit can be se- 
cured to the rear curved wall so that it can 
be rear-lighted. 

This round jewel type church window, plus 
the large candle, length of white silk rope 
secured to gold finished posts, will attract 
and lead customers into this rear corner 
Bridal Shop. 

The low can be covered with red 
carpet to tie-in with the pale gold back- 
ground and jewel tone colored window. 

This unit was specially designed so that 
it can be built and installed at a reasonable 
cost. 


on so some ot 


base 


In our next issue, we plan to feature a 
scale fixture lay-out for a new check-out 
hard lines store located here in New Jersey 
on a main traffic highway. It will show a 
typical fixture layout complete with check- 
out units. 

[It was specially designed to assure a free 
flow of customer traffic and a full maximum 
ot customer self-selection. 

[ always hesitate, to use the word “self- 
service, as this type of a retail operation 
is confined to food super markets. However, 
in the other check-out 
necessary to have some trained sales people 
to trade-up customers whenever possible and 
answer questions. 

It should make interesting reading for 
many merchants who are considering this 
type of store or department. 


case of stores it is 





If any merchant would like particulars 
ot Jim Kiley’s store planning service, 
just fill out this coupon. You will, of 
course, be under no obligation. Mail it to: 
Jim Kiley care of DISPLAY WORLD, 


Cincinnati 1, Ohio. (Please print) 


Name.. 
Store Name 


Street 
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SHOW 


SELL 
VUE-MORE 
CHRISTMAS 
TREE 


TURNERS 


YOUR CUSTOMERS 
WILL STOP! LOOK! BUY! 


... last year they were 
a complete sellout! 


Will revolve up to 8 ft. tree 
All metal construction 
Finished in glittering gold 
Available with rotating 
outlet (illustrated) 


Model XT18 —‘12® 
Model XT18E —*16* 


(with rotating outlet) 


Write for Catalogs 


"| Christmas Tree Turner 


Display Turntables 


— 


~] Animation Motors 


vue-more ..... 


A Division of Brevel Products Corp. 
601 West 26 Street + New York 1, N. Y. 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





Corsillo Enterprises, Inc. 


New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 


DIRECT IMPORTERS 


wv splay Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers. 











MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 


Excitingly Beautiful Fiberglas Plastic 
MANIKINS 


Visit Our Factory-Showroom 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTEERY BELLE mannequins 
and all other display products 


TRIMLok STORE EQUIPMENT 


= L. A. Darling Company 
OAR ime Office and Showrooms 
i AN 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 56th St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
end other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 


Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


Reedcraft Manufacturing Corp. 
(A. LUTZ Designs) 
100! Bedford Ave., Brooklyn 5, N. Y., NE 8-1514 
REED & RATTAN BASKETS — SPECIALTIES 


Natural and Seasonal Colors. Designed for Christmas 
Selling. Wide variety of Imported Baskets and Novelties. 








Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





MANIKINS 


I5 W. 18th Ch 3-3626 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





Frankel Associates, Inc. 
56 West 45th Street MU 7-3434 


DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 


The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 








Butler Paper Co., Inc. 
655 Madison Ave. TE 8-502! 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 


Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


Cill ¢ Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





David Hamberger, Inc. 
136 West 3ist St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


Gh Gibb 
155 Waverly Pl. WA 4-0412 
DESIGN ® MANUFACTURE 


A PRIME DISPLAY SOURCE 
RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 








Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 


cfoyu[rVafy Py 
126 tith Ave. WAtkins 9-2728 


ART, DESIGN & CONSTRUCTION 
for more than 30 years 
Windows — Interiors — Shows 








The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Tero, Inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 
MANNEQUINS 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
CUT CORNERS WITH CIRCLE 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 


Jayrod Studios, Inc. 

36 West 25th Street AL 5-4055 
Specialists in Display Photography 
Windows, mannequins, fixtures 
Service of highest quality 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — |! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America’s Largest Manikin Refinishers 





Gertrude Cornell 
140 W. 42 St. CH 4.1449 
PERSONAL APPEARANCE COSTUMES 


Easter Bunny and Animal Costumes Specialists 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 


Chicago 
os Ang 1113 S. Los Angeles _ 





DISPLAYS 


Distributors of Peter Rosa Mannequins 


434 Sixth Ave. AL 43200 
DESIGNERS and MANUFACTURERS 





SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 


es 
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NEW YORK CITY 


Along the world-famous avenues that flow through the concrete canyons that 
collectively call themselves New York City, you will find impelling window 
displays that tell the world: "This is your display capital!'' And here also you 
will find the center of the world's display industry ready to provide your every 


need. Consult these companies about your display problems, large or small. 


IT’S ALWAYS MARKET WEEK IN NEW YORK 
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President of the Dutch display club (GBE for short) 
tells us of the current status of the profession today in 
his country. He points out that there is a wide mixture 
of styles even in that small nation. But quality of 
display is steadily improving — and that’s what counts. 


i THE LAST few years the Dutch display 
scene has changed considerably. Naturally, 
when we speak of display we don’t think of 
“window-dressing.” Crowded, stuffy windows 
can still be found in many small and large 
towns, but even they have been reduced. The 
rebuilding of towns like Rotterdam has had 
great influence on display. When Rotterdam 
began to build nice, new shops, other towns 
followed its example, and a modern shop al- 
most forces you to seek after a modern style 
of display. 

In former years the German influence was 
very strong. That has changed greatly. The 
over-dramatized, super-romantic and some- 
times rather sugary decors of our eastern 
neighbors don’t appeal to the Dutch way of 
thinking. The Dutch displaymen admire the 
craftsmanship of their German colleagues and 
they would like to have the good schools, 
apprenticeship training system and discipline 
of Germany and Switzerland, but it is felt 
sharply that we must look for different ways 
of expression. 

Typically, the Dutch word for beautiful, 
“shoon,” means the same as “clean.” Clean- 
ness, soberness appeals to the Dutch mind. 
And so the simple, sober and functional style 
of modern architecture, industrial design and 
advertising arts appeal to the taste of our dis- 
play people. They like to present very clear, 
simple and almost stern compositions. Hap- 
pily enough, there are enough displaymen with 
a sense of humor, and they succeed in bring- 
ing a smile to the rigid face of this modern 
graphic display style. 

These whimsical touches—little jokes with 
caricatures, mannequins with a bottle on the 
head, etc.,—give a certain human softness and 
kindness to the hard business climate. They’re 
not in the rather plump and harsh vein of the 
Teutonic kind of humor; rather more in- 
fluenced by American and Swiss examples. 

Holland has always been a transito-country. 
Peoples and methods have always gone 
through this little corner of the continent, and 
even in display the remnants of several styles 
can be found in our windows. There is, for 
example, the first-class department store De 
Bijenkorf, which has its newest store at 
Rotterdam. This store goes right-in for the 
American style of display. Sometimes it’s very 
queer to our eyes, but always clever and 
original. Their multiple-shops are called 
Hema and use the formula of Woolworth: 
Mass display, purely sales-minded, no artistic 
embellishments like big-brother De Bijenkorf. 

The other large company Vroom & Drees- 
man has a different image. There is no cen- 
tral headquarters of display design as is cus- 
tomary in most chain operations in most 
countries. Therefore, each Vroom & Drees- 
man store in many cities has its own way 
displaywise. You will find all the styles of 
Europe and America all so combined as to 
become an entirely unique style. There is no 
unity, because every display manager wants to 
appeal to his own public, and people differ 
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Opposite page contains a selec- 
tion of excellent displays from 
two Dutch trade shows widely 
acclaimed for the quality of their 
displays . . . Top left, cone- 
shaped figure on a metal stand is 
draped with fabrics and crowned 
with feathers . . . Top center, 
ladies’ panties shock none when 
displayed on the dolls made from 
fiber glass by J. Hoogstraten, 
Amsterdam ... Top right, dis- 
playman Stam draped this man- 
nequin with woolen fabrics to 
achieve a simple but strong ar- 
rangement at the Utrecht textile 
show . . . Left center, wire is 
used very often by Dutch dis- 
playmen to make fantastic dolls 
and bikes, as shown here... 
Right center, a display of hosiery 
at the FTGB fair at Amsterdam 
. . - Bottom left, J. Hoogstraten, 
Amsterdam, made this charming 
stork with baby buggy for use 
in this display of baby clothing 
. . » Bottom center, a display of 
slips at a trade fair at Amster- 
dam attempts to stimulate the 
smaller merchants to become 
more display-minded. This was 
one of the displays offered as 
prizes at the fair. It was designed 
by O. Keyzer . . . Bottom right, 
household linens and towels are 
displayed on little tables and 
with paraphernalia of the magi- 
cian — top hats, rabbits, etc. The 
whole is surrounded by the set- 
ting of a stage. 


Shown on this page are three 
distinctive displays from the 
Utrecht trade fair of last Septem- 
ber ... They were designed by 
A. D. Copier for three different 
firms. (Photos courtesy of Roger 


D. Anderson) 











NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 
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This was our best Chi- 
cago exhibition to date. That was the con- 
most reports at and after the 
Market. Attendance was up about 10% over 
1959. This could be attributed to the heavy 
concentration of direct mail announcing the 
Show centered on mid-Western states. The 
N.A.D.1. did extensive mailing. So did some 
members. Garrison-Wagner, in particular, 
with one of the most comprehensive mailing 
lists in the business, pin-pointed the mid- 
West in getting their Show inviations out. 

The exhibitor roster was at ninety-nine, 
tops for a Chicago event, and only about ten 
less than the New York average for a June 
Show. Every bit of available exhibit space 
was used. Despite the fact that we packed 
exhibitors in, broader pre-show planning and 
experience gained in 1959 resulted in a more 
attractive, more open look and physical 
layout than the last time at the Conrad 
Hilton. 

On the business side, most reports were 
optimistic and favorable. As for any exhibit, 
reports ran the gamut from very good to 
not so good but the edge went to the favor- 
able commentaries. Exhibitors who sell 
through middlemen were generally pleased 
with results. Exhibitors who sell to the final 
user, the retail establishment, commented 
often that for them the Chicago exhibition 
opened opportunities to make new business 
contacts that perhaps might never have been 
made if they had stayed on home grounds. 
In short, confidence in the near future was 
firmly renewed and forecasts of an upward 
turn in sales for the second half of the year 
were expressed. 

On the lighter side, member-sponsored 
hospitality suites at the Hilton were in full 
swing to the wee hours with conversation 
and conviviality holding strong. This report 
is based on personal observation. Across the 
street, at the Essex Inn, the just opened pool 
provided an ideal locale for cooling, cock- 
tails at poolside and impromptu comedy 
during the hot June nights. Across town, 
the Playboy, Agostinos, London House and 
the Athens seemed to be the popular oases. 

On the credit side, may we extend the 
appreciation of the N.A.D.I. members to 
Silvestri Art Mfg. Co. for the “Chalet” show 
theme props. To Albrecht Furs of St. Paul 
for after-ski clothes. To P & M Distributors 
of New York City for ski clothes and acces- 
sories. The costumes worn by the models 
were beautiful. To Charles Howard of 
Santa Claus School for providing costume 
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and instruction for popular, Steve Gold, our 
Santa, a sophomore from Chicago’s Roose- 
velt University. Eskimo Pies deserve a nod, 
too, for having made time spent at the 
Market pleasant for all. We consumed 5,000 
of them. 

To the trade, the appreciation and grati- 
tude of the members is expressed for having 
supported and helped make this showing so 
successful. 

BREAKFAST MEETING: A shining ex- 
ample of how well the industry can turn 
out for a display event was our breakfast 
session. We had advance registration re- 
quests of close to 400. When the final count 
was in, we were just shy of 500 in attendance. 

The remarks by the various speakers will 
be contained in forthcoming issues of DIS- 
PLAY WORLD. This should fulfill requests 
for transcripts of the talks. If the demand 
warrants it, we will have the forum state- 
ments reproduced for distribution. 

The success of this session points the way 
to more industry-wide gatherings. It was 
said that perhaps more time could have been 
devoted to questions. We were, however, 
bound to a tight time schedule and had to 
cut the proceedings for that reason. Next 
time there will be more allowance for ques- 
tions and answers. 

We are open to suggestions regarding a 

topic and for talent for the next session. At 
one buying group session, held during the 
Market, it was stressed that a better under- 
standing of the fashion field by display 
directors could be gained by visits to fash- 
ion Markets. Perhaps this points the way 
to a “fashion-display” roundtable at our 
next Market. We would like to hear from 
the trade re: the above. 
PHOTO CONTEST: Our Fall-Winter Dis- 
play Photo Contest, held in the N.A.D.I. 
Galleria at the Hilton, with 88 photos in 
the competition, provided another Show 
highlight. 

Here are the winners: 

First Prize—$300.00 

J. S. Dahlman, Display Director 

Ohio Edison Co.—Springfield, Ohio 
Second Prize—$200.00 

E. R. Mitchell, Display Director 

Commonwealth Edison Co.—Chicago, III. 
Third Prize—$100.00 

A. M. Paulson, Display Director 

Meier & Frank—Salem, Oregon 

Fourth to Tenth Prizes—$50.00 each (In 
alphabetical order) 

Emile F. Alline, Display Director 


Maison Blanche—New Orleans, La. 
Tom Jackson, Display Director 
Williams Bros.—Lockport, N. Y. 
George K. Payne, Display Director 
Woodward & Lothrop—Washington, D.C. 
Leonard M. Pons, Display Director 
D. H. Holmes, Ltd.—New Orleans, La. 
G. E. Satterlee, Display Director 
Stix, Baer & Fuller—St. Louis, Missouri 
Howard Schneider, Display Director 
Carson, Pirie, Scott & Co.—Danville, III. 
Frank Williams, Display Director 
H. P. Selman & Co.—Louisville, Ky. 
George Payne (No. 1 in December, and 
Gerry Satterlee (a $50.00 winner last time) 
were the only two repeat winners on the list. 
We're going to sponsor another competi- 
tion at our December Market. This Market, 
featuring Spring and Summer displays, in 
case you haven't heard, has been rescheduled 
for December 10-14, considered by the trade 
as the optimum date bracket for our Spring 
event. The place: New York Trade Show 
Building. 
CHALET VACATION: The grand prize, 
based on a drawing from returned punched 
tickets at our Market went to: 
Paul M. Sypniewski 
Robertson’s—South Bend, Indiana 
He'll be waxing his skis this Winter for a 
glorious week at the famed “Chalet” located 
at Ste. Agathe in the Laurentians near Mont- 
real—compliments N.A.D.I. 
SWISS CHEESE: Gift certificates, compli- 
ments N.A.D.L., for a hamner full of cheese 
delights out of the Swiss Cheese Shop, 
Monroe, Wisconsin, went to: 
(these were our daily prizes) 
Eleanor Burn 
Moore Display Studio—Denver, Colorado 
Stanley Czech 
Carson, Pirie, Scott—Chicago, Illinois 
Robert Duewel 
Sears—Elgin, Illinois 
Nick Grande 
Revlon—New York City 
Mrs. W. J. Hicks 
J. L. Hudson—Detroit, Michigan 
Mrs. C. Howard 
Albion, New York 
Milton Kravitz 
Nu-Era Displays—St. Louis, Missouri 
Ray Lerand 
The Fair—Evergreen Park, Illinois 
Don M. Lewis 
Ohio Edison Co.—Elyria, Ohio 
H. M. Jupp 


Stevens—Chicago, Illinois 
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Thomas McNeill 

3enedict’s Display—Portland, Oregon 

Paul J. Patton 

J. P. Allen—Atlanta, Georgia 

Neal Sylvester 

Kolor Kraft Displays—Amarillo, Texas 

M. A. Van Slyke 

T. V. A—Chattanooga, Tennessee 
N.A.D.I. ELECTIONS: At the general 
N.A.D.I. Member’s Meeting, June 23rd, the 
following were reelected as officers for 
1961-62. 

Edgar E. Moser, President 

Allied Display Materials, Inc.—New 

York City 

Thomas Hughes, Vice-President 

Garrison-Wagner Co—St. Louis, Mo. 

Gordon Keith, Secretary 

Gordon Keith Originals — Columbus, 

Ohio 

David Sloan, Treasurer 

David & Michael Sloan, Inc.—Brooklyn, 

N. Y. 

Elected for three year terms to the Board 

of Directors were: 

N. H. Austen 

Austen Display, Inc—New York City 

Sid D. Chairman 

Duplex Display & Mfg. Co.—Philadel- 

phia, Pa. 

Earl W. Gasthoff 

Earl W. Gasthoff Co—Danville, Illinois 

Max Mayer 

The Greneker Corp—New York City 

James R. Nesbit 

Nesbit Industries, Inc.—Chicago, Illinois 





COMING UP! 


Coast Guard Day [eas Aug. 4 
American Home Lighting 

Fixture Month Sept. 1-30 
American Wool Month ..... Sept. 1-30 
Child Foot Health Month ... Sept. 1-30 
National Child Safety Week. .... Sept. 6-13 
National Popcorn Farmers Day... Sept. 9 
National Sweater Week...... Sept. 18-24 
National Interior Design 

Month pet en .. Sept. 18-Oct. 18 
Kiwanis Kids Day... ys Sept. 23 
National Tie Week yi, He Sept. 23-30 
National Sunday School 

Week : ... Sept. 24-Oct. 1 
National Slacks Week... ..... Sept. 24-29 
National Dog Week 
National Employ Physically 

Handicapped Week ee 
National Letter Writing Week .. Oct. 1-7 
National Pharmacy Week : Oct. 1-7 
Cheese Festival »dcotnc oo anee 
Housewares Festival .., Oct, 1-31 
Let’s Go Hunting Month. .........Oct. 1-31 
National Interior and Exterior 

Design Week was Oct. 5-12 

(DISPLAY WORLD will be glad to fur- 
nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material as well as ideas for dis- 
plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 


WHEN WRITING ADVERTISERS 
MENTION DISPLAY WORLD 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 


signed to give maximum variety and 


speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please writef or complete information. 


BLISS DISPLAY CORPORATION 


37-21 


32nd STREET 


LONG ISLAND CITY I, NEW YORK 
EXeter 2-3890 


























Only five minutes to f 


M UCH enthusiasm has been shown, both 


on the part of our customers and store per- 
sonnel, towards our weekly 20-minute fashion 
shows. Because of the tremendous success of 
our large hour-long style shows that are given 
annually in the Officers Club, I felt that intro- 
ducing to our potential customers a showing 
of a select few of our women’s and children’s 
styles weekly might perhaps stimulate business 
as well as add prestige to our store. 

Conceiving the idea was easy, but finding the 
space in our compact women’s ready-to-wear 
department proved a little more challenging. 
To be able to give the show without inter- 
rupting business would, of course, be desirable. 
This is how I believe we solved the problem 
rather gracefully. 

In the center of the department we arranged 
two merchandising counters back-to-back. 
Each of these units was originally made 
with a mahogany frame enclosing the top sur- 
face. We elaborated on these by installing a 
half-inch piece of plywood on the bottoms. 
They continued to serve the purpose of con- 
taining the articles of clothing, but, still 
further, could now be handled as movable 
trays, each independent of the other. 

On the flat surface of the joined counters 
we secured a handsome carpeting. This was 
covered by the trays of merchandise when the 
style show was not in progress. Steps were 
made into two sections so as to telescope one 
into the other. This made for convenient 
storage on the underside of one of the count- 
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ashion show? 


By CHARLES J. CONNIRY, Display Director 


Marine Corps Exchange 
San Diego, Calif. 


Sales counter in women’s ready-to-wear depart- 


ment is transformed into platform for weekly 


fashion shows in just five minutes . . . Average 
of 16 ensembles during each 20-minute showing 


ers. Like the surface of the tables, these also 
were carpeted. 

Before we were ready for our first informal 
showing, we first laid the ground work. This 
consisted of large stylized signs strategically 
placed about the store informing the public as 
to the day and hour our weekly showing was 
to be given. On the morning of the presenta- 
tion, spot announcements would be given over 
the intercom. To enable us to hold the cus- 
tomers’ attention as well as making the com- 
mentator’s voice audible to all, we installed 
a separate amplifier and throat mike to the 
already present speakers located in the 
women’s department. This was plugged in 
moments before the show was to commence, 


thus cutting these speakers off from the rest 
of the store and giving us complete sound 
coverage of our show in this department only. 

Three of our five dressing rooms were re- 
served 15 minutes before the showing. It was 
from this curtained area that our models made 
their entrances and exits. Three adult em- 
ployees were selected and trained by me to 
perform the duty of models. They soon looked 
forward to these showings as a break in 
routine and have actually become quite smooth. 
Of course, finding little children to represent 
our children’s department was actually no 
problem. We had many anxious mothers who 
cooperated willingly. 

Five minutes before the performance the 


Series of photos at top demonstrate conversion of two back-to-back counters into fashion show 

setting . . . Merchandise trays are removed to reveal carpeted platform; steps unfold from 

concealment within the counter and a decorative unit or gift suggestion display is quickly 

arranged on one corner, and the show is ready to begin with a young lady provided obligingly 
by a customer as the first model. 
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two trays of merchandise were removed from 
the tables. These were placed end to end on 
top of a row of glass show cases a few feet 
away, thus making the merchandise still avail- 
able to the customers. A previously planned 
and easily assembled decoration was_ then 
quickly ararnged on one corner of the five- 
foot-square modeling platform. 

An average of 16 ensembles can be shown 
in a 20 minute span—four changes for each 
model. A complete coverage of clothing can 
be made from play clothes to nightwear, as 
well as attention drawn to special purchases 
or sale items. If ad libs are needed, the cus- 
tomer can be made aware of the specials, etc., 
in other departments. The customers would 
be informed at the start of each showing that 
they were free to continue their shopping if 
they so desired. 

Experience has proven though that the 
shows are too interesting for most to ignore. 
The spontaneous questioning and buying of 
articles modeled immediately after each show 
leads us to believe we are increasing sales 
rather than hindering them and, of course, it 
is a wonderful way to suggest gift purchases 
for such occasions as Valentine’s Day, Easter, 
Mother’s Day, etc. 

It takes less than five minutes to restore 
the shop to its original setting. An average 
of 40 to 50 people are drawn to these shows. 

What I have proven here I believe is that 
you need not necessarily have a large store 
for viewing models. This arrangement en- 
ables all to see because of it being an elevated 
viewing platform. It can easily be made with 
what is at hand in many stores, and, best of 
all, the expense is small, especially when you 
consider the direct contact with the customer, 
sales increase and increased prestige! 


Einson Freeman Honors 
Three Veteran Executives 

Wm. H. Schoble, president, Einson-Free- 
man Co., Inc., Long Island City, N. Y., crea- 
tive lithographer and window and store dis- 
play manufacturer announces the election of 
three key executives to vice-presidencies : 

Herman Blumenfeld, 35 years with Einson- 
Freeman, is vice-president in charge of 
specifications and order booking. 

David March, 26 years with the company, 
is vice-president in charge of production and 
purchasing. 

Angelo Zambratto, 15 years with the com- 
pany, becomes vice-president and director of 
estimating. 


Two New Tree Turners 
For Display Use 

Vue-More Corp., manufacturer of display 
turntables, is introducing two new Christ- 
mas tree turners. Both models feature all 
metal construction with an attractive glitter- 
gold finish. The 15-inch diameter motor 
base with 13-inch tree holder handles arti- 
ficial trees up to 8 feet tall. An illustrated 
bulletin is available from Vue-More Cor- 
poratiqn, 625 West 26th St., New York City. 


Sathre of Displaymasters 
Elected Club Director 


Cal Sathre, president of Displaymasters, 
Inc., Minneapolis-headquartered creative dis- 
play and design firm, has been elected a 
director of the Minneapolis Breakfast Club 
for the coming year. 
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No. 600— 


500 Ib. capacity 2 8.P.M. 
Max. Disc diameter, 4 ft. 


No. 500— 


200 Ib. capacity, 3 R.P.M. 
Max. Disc diameter, 3 ft. 


75 Ib. capacity, 
4R.P.M. Mox. 
Disc diameter, 2 ft. 


No. 100— 

30 ib. capacity, 
48.P.M. Max. 
Disc diameter, 1 


No. 50VT— 

50 ib. capacity, 

3 R.P.M. Max. 

Disc diameter, 3 ft. 





Displays in Motion attract more eyes— 
are most effective sales tools— 
this is an established fact. 


MOTIONDISER® TURNTABLES ARE 

YOUR BEST CHOICE! 

Moving displays are surprisingly easy to set up 

with Motiondisers®. Each unit is of rugged, heavy duty 
construction with base mounting facilities (they 
become an integral part of the total display—without 
complications) in addition to the usual top disc 
mounting feature. Motiondisers are available in a wide 
range of capacities—all powered by Merkle-Korff 
Gearmotors—nationally famous for long life 
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and quiet operation. 


ALMOST ANY KIND OF ACTION AVAILABLE 


Stop action, horizontal or vertical motion and 
combination third-dimensional motions using cams, etc. 
are illustrated and described for you in the Sketchbook. 


it’s UP TO YOU! 


Write us today—there's no obligation. We'll send you 
the MK Sketchbook free and a copy of Bulletin 2025A 
together with a price list and order blank. Your 
satisfaction is assured by our 50 years of success in 
Merkle-Korff Motiondiser® Turntables. They are 
approved by more major retail chains and display 
manufacturers than any other turntable. 


Write for your copy now. 














Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create impulse buying with 
its departmental listings and your advertisements. 
Write today for Acme'’s FREE folder "Selling 
Through Suggestion,” and the latest catalog on 
directory and bulletin boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET @ NEW YORK CITY 3 
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Your budget dollar 
definitely will buy 
more for Christmas 
at 


Decorative 
Plant corp. 


136 West 24 St., N.Y.C., N.Y. 








GET PUBLICITY MILEAGE 
FROM YOUR DISPLAYS 


(Continued from page 11) 


be good but it also needs a specific element 
of interest for the reader. It it’s new, or a 
“first,” or different, this may be enough, but a 
combination of all three could fall far short. 
On the other hand, a display might lack all 
of these, but a gimmick will add the fillip — 
the “news hook” — needed to get a mention 
in the local papers. 

e Trade publications. A new technique, 
how to overcome a particular display problem, 
a display that helped overcome some sales 
problem — any or all of these — can place 
a news item or a photo or bring a major, 
feature treatment. The trade magazine exists 
to inform and interest its readers the same 
as any publication, but its importance extends 
beyond that. Its main aim is to benefit the 
readers with pertinent trade information ap- 
plicable to its own specific field. 

A general idea of how to “get the word out” 
to the consumer and trade editors will be a 
help in working a news angle into a display — 
or in building the display around the news 
angle. 

Depending on a number of factors, not the 
least of which is timing, a telephone call to a 
local newspaper or trade magazine may well 
prove best. Besides a personal contact, this 
gives the editor an opportunity to talk over 
the story idea and outline the type approach 
he needs for his ppaper. With this informa- 
tion, a store is more likely to get in print. 
First of all, the material is expected and, 
second, it will have all the facts the editor 
wants. 

A telephone call might also bring a reporter 
out to cover the story if it interests the editor 
enough. 

An advance letter is another good approach 
and it gives the editor more time to evaluate 
the story on the display. The letter should 
contain a rough outline of the display and ask 
for an indication of its interest to the paper. 
Once interest is expressed and more informa- 
tion is requested, standard format is a typed, 
double-spaced release that reads like the news 
article it is intended to be, containing all the 
pertinent facts. It’s best to send this as far 
in advance as possible. Then, if an editor 
wants more detail, he will have time to check 
out additional facts. 

Besides the general news story, here is an- 
other approach for the consumer papers. 

Displays with a special slant to them can 
find their ways into the specialty columns — 
the automative, theatrical, outdoor, music, 
sports, food, garden columns, and the like. 
Although these are of less general interest to 
a paper’s total readership, they attract a faith- 
ful following where there is alreadv a keen 
interest in the subject. If a display has some- 
thing of genuine interest to column read- 
ers it has a good chance of making the paper. 

Here are some suggestions for such displays 
with sample leads for the release. 

© Automotive. Back up a display for car 
coats with an historical approach. Apparel 
for autoists dating from the first dusters and 
showing their progression to the present may 
be available from museums. If not, sketches 
can suffice. Pin the appropriate dates on them 
for identification. Your release lead . . . “Auto 
enthusiasts interested in the display in Smith 
& Brown’s window this week.” 


e Art. For a camera display, use the theme 
of photographs as fine art (landscapes, por- 
traits, etc.) Key it with oil paintings or 
water colors that a local gallery should wel- 
come the chance of displaying. Suggest to the 
art editor of the paper that “An exhibit of 
contemporary landscape artists is on view at 
the camera shop from today through next 
Thursday as part of a camera display.” 

e Sports. Post information regarding con- 
ditions within a seasonal display for skiing 
apparel or fishing equipment. Data can be 
readily collected on local ski conditions or on 
high and low tides and what fish are running. 
Post this in a window display on Friday, be- 
fore the weekend. The sports or outdoor 
editor should be happy to tell his readers “You 
can be more certain of a successful weekend 
by consulting the tables of conditions posted 
in Jones & Co.’s window this morning.” 

e Real Estate. Arrange a furniture room 
setting as the furnishings for the room in a 
home of a new development nearby. Send a 
release to the real estate column with this 
lead. “House shoppers anxious to get an idea 
of design possibilities (aside from those of the 
model home) for the new development in 
Springfield Gardens can take a tip from the 
display now at Conners’ Department Store.” 
This could lead to a sign posted in the devel- 
opment’s model home with the same sugges- 
tion. 

The store with a large display department 
has another possibility for a feature story 
which could well appear even in a weekend 
magazine section, as it did for Shillito’s, men- 
tioned earlier. This would deal with the de- 
partment’s activities in pulling a display to- 
gether, from the selection of a subject to the 
final window trimming touches. 

The public is interested in anything that 
brings them behind the scenes and editors 
know it, so try this tack in offering the story 
to the paper. Suggest that a representative 
of the paper — most likely the women’s editor 
or a feature writer — watch the display de- 
partment in operation from original sketch- 
work to the final execution. List the high- 
lights that might be observed: Artists making 
sketches, searches through antique shops for a 
particular prop, late hours in the empty store, 
etc. The piece has a definite interest and 
lends itself to some fine photography, includ- 
ing the trimming of the window late at night. 
You might even suggest that — to cap the 
story — a photograph be secretly taken, look- 
ing out through the window, of the first viewer 
of the completed display as he registers his 
reaction. 

Local publicity is a subject that qualifies 
for the “how-to” category of interest to a 
trade editor when the products on display are 
in his field. But besides information on the 
publicity itself — how it was handled and 
placed — the trade editor also wants informa- 
tion on the results it produced. This interest 
in follow-up details, however, automatically 
presents consumer publicity with a chance for 
double-barreled treatment in the trade maga- 
zine. 

Editor’s Note: An article beginning on page 
12 shows how DISPLAY WORLD capi- 
talized upon the interest indicated by trade 
publication editors in photos of good displays 
of their particular type of merchandise. More 
than 30 publications, with a readership of more 
than 300,000, have published photos submitted 
free of charge by DISPLAY WORLD. 


DISPLAY WORLD 





PUBLICATIONS ARE EAGER ; 
TO PROMOTE BETTER DISPLAY Somewhere in Your Business 


(Continued from page 13) | 4 pe | You can Use these IDEAS 


said “Let me congratulate you on your project. 
It is an excellent idea.” This magazine has . oe 
published numerous furniture displays. — : Ce with Room Dividers, Floor Screens 

Furniture & Furnishings, a Canadian publi- aaa Ry \) | and Backgrounds coe 
cation, published a three-page article on how _ —& 
furniture stores can improve their displays in . a ' Use them to set off a department 
their April issue and Editor Ben Fiber had Fe aes or room or to offset an unsightly 
this to say in a recent letter: “I certainly hope | sail o\. oe area. Also note a few of the many 
that vou find time to gather a few thoughts AY er _ uses of the versatile modern Room 
for another article . . . The response to your | Dividers, Floor Screens and Back- 
story . . . was really terrific and brought a -~ - ) ot grounds. These smart portable 
number of comments in letters from our read- . ae . adil 
ers which we will be printing in our June 
number. Now, more than ever before, proper 
display in the furniture store is vital to a suc- 
cessful operation and our readers look for- 
ward to any assistance you can give us in this 
regard.” 

The Sporting Goods Dealer published two 
articles telling their readers how to improve ! 
their displays. The articles included contest 
winners in the sporting goods category. Send for 

Boot and Shoe Recorder has published num- : ures: 
erous photos of shoe displays through the past — feat : 
year, including a page of displays by Sidney e Hundreds of combinations of frames, panels and 
Shneer, display director for I. Miller, New panel arrangements 
York City. @ Wood or metal spring-loaded poles 
. © Wood, metal, fiberglass or plastic panels 
e KD or assembled 








accessories are the latest element 
of decor for business as well as 
home. To use them will add style 
and reflect your good judgment 
as they add to a store’s prestige. 








Chicago Market Daily published a portfolio | 
of patio furniture displays in its special Mar- | 
keting publication preceding the summer fur- | 
niture market. | 

A new display publication in Bogota, Colum- | 
bia, South America, reproduced one of DIS- | 
PLAY WORLD’s front covers and several | 
other photos (Engravings were provided at | 
no cost). 

In Europe, Heer en Mode, a Dutch men’s 
wear magazine, has published numerous men’s 
wear displays, particularly for Father’s Day. 
A Dutch display magazine, Studio, has done 
likewise, in two instances translating aritcles 
written especially for them. An Austrian 
fabric trade publication translated the same | 
article for publication and also reproduced | 
sketches of fabric displays that appeared | 
earlier in DISPLAY WORLD. | 

In conclusion, the staff of DISPLAY | 
WORLD wishes to thank every participant in | 
our International Display Contest and con- | ALT7 i ING 
tributor to DISPLAY WORLD for making | = 
this promotion of the display profession and | a male Siete, inal Clima 
industry possible. It would have been impos- | -™ a CHICAGO 8, ILL. DALLAS 7, TEXAS 
sible without your support. | 1500 S. Western Ave. 122-26 Leslie Street 

In some way each of you has helped con- Phones CAncl 6-5778 Phones Riverside 1-6849-40 
tribute to the advancement of display through- 
out the world. You can be justifiably proud 
of this accomplishment that will inevitably 


lead to the recognition and status you deserve. -— - x - 

With your continuing assistance DISPLAY (Hi —_ oe WS Loy VE ous 
eet 
| 





Use as a background and divider To set off reception rooms 


e Write for this free folio of catalog sheets show- 
ing numerous items, some in full color. Address 


Your Dependable Source Of Supply 
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eerie tree, pte 
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WORLD will do its best to spread the tidings Ht) 2 
that better display sells more merchandise at : M | | feololomere} mer’ yi 


less cost than any other promotional medium. 





COLUMNS CARRIED IN STOCK 


Sign Firm at Lincoln ; at i ANY SIZE OR DESIGN 
Also Offers Display 1 i : MADE TO DETAIL 

Signs and Electrical Services, Inc., Lincoln, Z | fi : Hand and Automatic Wood Turning 
Neb., has been formed by W. W. Stocker % A rs Established over 50 years 
and H. R. Schell to install and service signs, ; es 
including neon, painted and plastic types. The =. 
firm will offer such services as window dis- = hihi ; 913 GRAND ST., BROOKLYN 11, N. Y. 
play props, roadside display, truck lettering = scope —— al STagg 2-3163 
and commercial and industrial lighting. Of- 2 = 
fices are at 306 West 15th St. No. 105 No. 140 No. 150 WNo.135 No. 160 














American Wood Column Corp. 
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Hang it all! 


By JACKI SEGALOFF 
Display Director 


YOUR DISPLAYS | La Vogue, Newport News, Va. 


WITH | LOVELOT 


a VUE-MORE 
TURNTABLE 


* ATTENTION 


* DRAMAT; 
FOCUS ‘ 





and for your 


ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor—low 
cost quiet opera- 
tion. 

Write for deails. 


[] VUE-MORE TURNTABLES 
[] BREVEL MOTORS 


VUE-MORE CORPORATION 


A vaoe ef 88 
601 WEST 26th STREET ° NEW YORK 1, N. Y 
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is A GIRL; [’m 23; and I’m from 
England, one of the European lands of sus- 
pension. Suspension seems like a new art in 
America — not too widely used. I love it and 
think that everything suspendable should be 
suspended. From “soup to nuts’ to use an 
American expression. 

Ordinary fishing nylon or perhaps model 
airplane wire, should be the displayman’s forte, 
(including his pin cushion, hammer and staple 
gun). Special wire and nylon made especially 
for display use are being currently marketed. 


I studied display at a wonderful special 
school for display in England, learning every 
single thing a displayman (or woman) should 
know, from how to hang wallpaper to using 
a Cutawl like a professional. 

After a brief stop at one of London’s finest 
stores, Fortnum and Mason, I can truly say 
I learned all I know in the suspension way 
from D. H. Evans, a huge department store on 
Oxford street, and another young woman 


called Pam Hodges. 


This store had seven selling floors, each 
with five or six large interior displays. I be- 
lieve D. H. Evans was unique in having a 
complete interior staff of nine uniformed 
(green and blue plaid, I recall) girls having 
nothing at all to do with the windows. 

Here | learned to suspend everything in- 
cluding maternity clothes, infants wear, 
children’s wear, teenage apparel, dresses, coats, 
suits, sportswear, men’s clothing, soft goods 
and accessories. 

There really is an art to it, to make a sleeve, 
trouser leg do something on its own. Just 
make a roll of double tissue paper, then for a 
joint just take a pin and make a fold. 


To ensure that the article you are suspend- 
ing will hold, knot the pin with nylon against 
the weight and weave in and around the pin. 
Instead of using the pin to pull out a hem, you 
can thread the nylon through the fabric as if 
it were a needle and tie with a knot, this is an 
especially good tip for filmy lingerie without 
too much weight on it, leaving no pin mark 
later. 


To suspend a skirt, cut a piece of board, 
10 inches long by 2 inches wide, and pin your 
skirt band around it. From behind, place two 
pins upside down, hang it, and, presto, a 
suspended skirt, just pull the hem to one side 

and its windswept. A good point to 
remember is not to put your nylon directly 
perpendicular to the merchandise but to swing 
it to an angle. 

The two photos shown here are from a recent 
Mother’s Day promotion. These displays 
actually flanked the focal display of the series 
which contained a mannequin in a current 
fashion standing within a huge archway sym- 
bolical of Mother. Notice how the merchan- 
dise seems to float lightly rather than look 
be-labored and off balance as customary in 
windows installed by displaymen less ex- 
perienced with the uses of suspension. 


Another display, not shown, suspended ordi- 
nary mannequins in swimsuits in a way that 
achieved that second-glance realism that is 
hard to come by. 

Why don’t you try it soon. You, too, might 
exclaim “Hang it all!” and not mean it as 
an expression of discouragement — but a new 
challenge to better display. 
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FOR A REAL 
SANTA CLAUS 


A NEW Meyer Jacoby 
100% DuPont Nylon 
Wig and Beard Set 


Guaranteed to convert any human being 
into a believable, authentic Santa Claus! 


@ Flameproof @ Pure White 

@ Lustrous @ Combable 

@ Washable @ Re-settable 

@ Easy to clean & keep sparkling white 


All wigs and beards are custom made 
on soft duvetyn foundations for extra 
comfort. They are manufactured by 
THE JACOBY "lock-stitch wefting" 
method for greater durability and use- 
fulness. 

@ No. 10: 100% DuPont Nylon Set. Twice 


as strong as natural hair and purest 
white ever made $19.90 per set 


@ No. 60: 50% Fuller than standard set 
(No. 10) DuPont Nylon... $29.90 per set 
@ No. 70: 100% Fuller than standard set 
(No. 10) DuPont Nylon... $39.90 per set 


Preferred by professionals! 


Meyer Nacoby g me Wa 


34 WEST 20th STREET e NEW YORK 11, N. Y. 





NEW, ENLARGED 


DISPLAY WORLD BINDER 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in 
gold, the binder opens flat as illustrated 
for easy reference to the pages of any 
issue. Copies can easily be inserted 
and removed. 


nt 


MAKES YOUR COPIES OF DISPLAY 
WORLD MANY TIMES MORE 
VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 
@ Handy for reference 


$9400 


“each postpaid 


Exchange difficulties permit the acceptance 


of orders for the UNITED STATES ONLY. 


DISPLAY WORLD Cincinnati I, Ohio 
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panels, banners 
props, accessories 
for American 


lor Import 


PROMOTIONS 


write for catalogue 


Austen Display 


133 WEST 19th STREET 
NEW YORK I1I, N.Y. 























(Continued from page 6) 
contributed $37,875, yet only $15,072 of this 
was spent for newspaper ads featuring products 
of the contributors. 

The rest went to promote the chain in 
general, its own trademarks and even products 
of non-contributing suppliers, the commission 
stated. FTC noted that the agreements with con- 
tributors specified that displays would be 
provided, as well as newspaper and radio-tv 
advertising. It also noted that Giant's defense 
included testimony that substanial expense was 
incurred decorating the stores for the sale. 

It would seem that this decision will open 
the way for display to become a part of the co-op 
plan of anymanufacturer rather than for him to 
have to handle it separately. This affords the 
opportunity for offering good display and pro- 
motion materials on a co-op basis. 

A third party, the source of supply, can 
ship and invoice such materials and displays to 
the stores following the arrangement outlined 
by the salesman in his presentation and confirmed 
by bulletins from the manufacturer to the buyer 
stating that the part of the cost of such display 
material can be charged back to the manufacturer 
at the same share or rate of cost that the man- 
ufacturer allows in his co-op plan. 

Of course, it would be best if the national 
manufacturer would simply agree to match certain 
funds spent at the discretion of the displayman 
rather than to stipulate a specific display firm 
as a source for the co-op materials, but perhaps 
this is too unrealistic. 

We'll be watching to see if anything develops 
along these lines. 

An interesting note appeared in one of the 
publications for the advertising field recently. 
In it advertising managers of large companies were 
told not to let their advertising budgets be 
Slashed without putting up a struggle. They were 
warned that a chop in budget lessens their position 
in their company. "Sooner or later his job will 
be forfeit—no budget...no need for someone 
to administer it." Could that also apply to 
display managers? 

Cordially yours, 


| le £6 
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Three New Products 


Revive Foam Plastics 

Development of three new products which 
allow display manufacturers to use _ light- 
weight polystyrene foam more colorfully and 
effectively has just been announced by Ad- 
hesive Products Corporation, New York City, 
leading consultant firm in the adhesive and 


coating field. 
The first and most unusual is Polylume, a 


flame-resistant, high-gloss aluminum coating 
for polystyrene foam of any shape. Objects 


dipped in Polylume air-dry in a few minutes | 4 

to display a decorative metallic coating closely 0 uy 2 
resembling foil. The coating can also be ap- a 
plied by brush, roller coater or spray. 


Fluriglo is a unique new product which my 
makes it possible to coat polystyrene foam o 1 . 


with a brilliant new range of luminescent and 
conventional colors. Fluriglo also strengthens hee a. 
the surface of the foam. 5 

A new, non-inflammable adhesive, Flok- 
Grip, makes it possible to flock glitter and 
other materials on polystyrene foam and other 
surfaces. Flok-Grip will not support com- 
bustion when dry and imparts flame-resistant ) ore : 
qualities to articles to which it is applied. iy eee 6 * hig : wood” beauty and superior quality. 
Candle-Glo Lights Its ene look comes from an nae pete 
Introduced to Display a reproduction of select walnut. Available in 

Many of the candelabrum-type illuminated ha ee five colors. Suitable for pen, brush, silk screen, 
display pieces that were seen extensively at oe aga ms | all types of printing. Why settle for 
Christmas Market Week were lit by Candle- i: 
Glo, described by the manufacturer as “the anything less! 
world’s most beautiful decorator light made 
of a special rare metal compounded to create 
a soft realistic flame that flickers and glows C a & S CE NT C A RDB 0 A ROD C 0 MPA N Y 
like a real candle flame.” The bulbs give the Formerly Chicago Cardboard Company « 1240 N. Homan - Chicago 51, Illinois 
appearance of actual wax candles with a clear | 
cap over the flame. Flames come in the shape 


of the Christian Cross and Star of David as 

well as flame. The firm also is marketing FOR =A sae A DISI LAY Le} -' — 
fluorescent Christmas tree lights in the shape 
of candles. For information, write to Candle- 


Glo Lampworks, Warren, Pa. choose YOUT tacker from this complete line! 


the V-Neer Board famous for its “real 





Beckoff To Head 


Roaman’s Display sro 
David Roaman, president of Roaman’s, iG 
New York-headquartered fashion chain, an- 


nounces the appointment of Ivan Beckoff as 
display director for the firm’s five stores. 
Prior to joining Roaman’s, Mr. Beckoff was 
associated with Resident Display, New York 
City, as a designer. He was also display 
director for the suburban Franklin Simon 
stores and for the Emily Shops. Before that, 
Mr. Beckoff was a member of the display 
staff with the Plymouth Shops, also of New 
York City. 


Likins Joins Bistrin’s 


As Display Manager T ? T 
Heading display for the four stores of MVM O D F | soa Mi O D F | = MV O D F | fe ) 


Bistrin’s, Humboldt, Kan., is James Likins. C Rear | . 
He brings with him 20 years of experience, ompact, tor close-quarters | Heavy duty, for general § Drives %” crown tacks in 


most recently as fashion coordinator with tacking. Drives tacks narrow | use. ‘‘Take-up Jaw" opens | four lengths from %&” to %’. 
the Emporium of Stonestown, San Francisco. as 4" wide. for cleaning, inspection. Quick opening front. 








Strayer to Erie 
For New Penney Store WRITE TODAY for complete catalog on Hansen Tackers and Staples. 


Royce Strayer, advertising and display 
manager of the J. C. Penney store at Lima, 
Ohio, has been named display manager for - = ‘ 
2 


the new Erie, Pa., store. He joined the firm 
in 1958 as a window trimmer. 9041 RAVENSWOOD AVENUE CHICAGO 40, ILLINOIS 
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pLAY 
rEAUTY 


TO SPARE—WHEN YOU USE 


DIOPLAY FINISH 


DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH ! 


MANNEQUIN FINISH 
CRUISE 


NEW DECORATOR COLORS! 


Attractive color combinations are 
virtually endless now that Sargent’s 
DISPLAY FINISH is available in 
an even greater range of fascinating 
soft, soft colors. Try it! 


at display jobbers everywhere 


manufactured by 


THE SARGENT-GERKE CO. 


indianapolis, indiana 


By D. D. TURNER, Manager 


Corporate Exhibits, 
Aerojet-General Corp., 


Azusa, Calif. 


“New look” in exhibit design, versatility, 
ease of erection and dismantling earn 
praise for modular corporate exhibits of 


this progressive firm. 


¢ pal DESIGN CONCEPT for the 1961 
Corporate Exhibit of Aerojet-General Corpor- 
ation’s Customer Relations Division was a 
joint effort executed by Aerojet’s corporate 
exhibit group in conjunction with Industrial 
Displays, a Glendale, Calif., exhibit vendor 
who is also constructing our other divisional 
display units. The basic structure and the 
divisional units represented here give an 
idea of our eventual goal. 

This exhibit incorporates versatility features 
which have never been seen before in any 
other visual presentation. It was designed to 
promote the ideas, products, capabilities and 
services of Aerojet-General Corporation. 

Our first main objective was to satisfy a 
schedule of participation, which of necessity 
must reach a different market audience in 
every showing. The second requirement was 











that the exhibit develop a strong corporate 
image representative of the many facets of our 
divisional activity and portray our divisional 
interest by creating exhibits for them which 
would allow a maximum use aside from the 
corporate schedule. 

A modular exhibit was the obvious answer 
— but this has become so stereotyped as a 
rectangular structure of struts and inter- 
changeable panels that a new look based on a 
modular principle had to be developed. This 
was accomplished through the design of a set 
of three units of a basic geometric shape. They 
would, of necessity, be structurally indepen- 
dent but so impressive in design simplicity that 
they would relate to one another. The de- 
sign element had to be strong enough to bridge 
open areas with no materially connecting 
structure. On this minimal structure we pre- 
sent displays depicting our corporate activities 
and identification. 

The structure of the Corporate Exhibit 
modules does not appreciably reduce the total 
floor space so we have a maximum amount of 
our valuable area free for our divisional 
exhibits. Another advantage is that we may 
use these modules individually with supporting 
divisional displays and participate in three 
separate showings at the same time. 

The divisional displays have been developed 
as free standing multi-sided units which can 
be presented as a feature attraction within 
the corporate module, or as a supporting dis- 
play in the free floor space between the 
modules. Featuring them within a module 
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SHAN-SHU! 


MOZAMBIQUE CONTESSA TRAVATEX 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


: = 


Vicrtex Wallcoverings conform- 
ing to U/L specifications now 
available on request. 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 

Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 

Write TODAY for swatches, prices and descriptive literature. 


MIGNON 


*vinyl electronically fused 


lends them significance for presentation to a 
particular audience. Their mobility gives these 
units additional use as lobby, conference room 
or speaker stand displays. With the addition 
of a simple background panel, they can even 
be used as lineal single-booth displays in local 
expositions to represent that particular divi- 
sion. The individual, independent design of 
each of these divisional displays emphasizes 
the diversity of products and capabilities with- 
in our corporate structure, although common 
design elements and common materials knit 
them together as a total presentation. 

This basic design concept was so unusual 
that new construction techniques, methods, and 
materials had to be considered. A major 
problem was finding a display house willing to 
assume the task at reasonable costs. Indus- 
trial Displays of Glendale, Calif., a division of 
Genge Industries, Inc., met the challenge. 
Working jointly with Glenn Bourret and the 
design staff of Industrial Displays, it was 
finally decided a molded fiber glass shell on a 
steel tubing frame would be the best method 
of construction. 

These modules can receive electrical power 
from overhead or floor sources for the many 
outlets required in each unit. The modules 
disassemble and break down in eight triangu- 
lar sections — one stud-bolt locks each joint 
together securely. These units are designed 
and fabricated to withstand a maximum of 
handling and abuse with a minimum of main- 
tenance. 

With this new sales tool, Aerojet-General 
will present their latest products and capa- 
biliites in exhibitions throughout the United 
States. It’s expected to satisfy our prime ex- 
hibit needs for a three-year period with up- 
dated and new divisional displays and re- 
furbishment as necessary. We have taken an 
old idea and given it a “new look” compatible 
with our “age of space.” 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE e NEW YORK | ° Phone: LOngacre 4-0080 
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PLEASE CHECK 
CLASSIFICATION 
[] Retailer 

[) Displayman 

[] Display Studio FIRM 


[) Display Mfr. 
C1) Display Jobber ADDRESS 
CITY, ZONE, STATE 


NAME 











[] Nat'l Advertiser 

















@ BILL FIRM nS | @ PAYMENT ENCLOSED 


AUGUST, 1961 





“STICKUM” 
OF THE 


DISPLAY WORLD 


_ we oe 


45 35, ale 
y ee) |) 38 
Pressure - Sensitive 
ADHESIVE 
in TAPE form 


Fastest, Neatesi, Easiest 
Way te Mount Ang Display! 


This handy, 2-sided form of self- 
sticking Kleen-Stik cuts time and 
costs on every type of display con- 
struction and posting. Replaces 
and out-performs “overlay” tapes, 
glues, cements, tacks, staples, etc. 
Instantly bonds anything to any- 
thing with a quick peel-and-press. 
King-size 108-ft. rolls, 1%”, 34”, or 
1” wide in convenient Dispenser 
Pack. 


Needs no Water, 
heat, or drying 
ay. Invisible — 
(~ sticks between surfaces 
@ Ideal for ___ 


every fastening job 
SEE 


Four Art Supply Dealer — or 
send $1.79 with coupon for 
full-size trial roll Ye” wide. 


KLEEN-STIK PRODUCTS. INC. 


Dept. W, 7300 W. Wilson Avenve 
Chicago 31, Illinois 
R Y Ss. H Dispenser Pack Roll of Kleen-Stik 
2-Sided Adhesive. $1.79 enclosed. 














Name 





Company Name 
Address 











City Zone__State 
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THIS IS HOLLAND 


(Continued from page 35) 


very much in the different parts of this small 
country ! 

Big strides forward have been made by 
the smaller shops. Here you can find really 
surprising things. Most of them have only one 
displayman or a small staff, and these people 
like to play with forms and materials: straw, 
bamboo, wood, plastics, etc. And they surprise 
everyone time and again with the ingenious 
ways in which these simple materials are used. 

Even shopkeepers have tried to improve 
their self-made displays. Their interest in 
display has grown rapidly. We have given 
several lectures for different trade groups and 
we have organized elementary courses for 
small merchants, their younger sales clerks, 
their children and even younger displaymen 
who needed fundamental training. By all this 
the standard of display has improved tremen- 
dously, even in small towns and suburbs. 

Official organizations, councils and other 
institutions have stimulated this work. Even 
the trade fairs went this way and showed 
how to make good display with the merchan- 
dise of the firms represented. A fair at Am- 
sterdam had a row of 12 display boxes in- 
stalled with quite fantastical displays designed 
by really top-class displaymen, and the mer- 
chants who visited this fair could win a win- 
dow complete with all displayed shirts, hats, 
fabrics, etc., and including the props and fix- 
tures used in it. 

These fairs, by the way, have become the 
working field for some of the best Dutch 
displaymen. They have established themselves 
as freelancers specializing in exhibit booth and 
display construction at these fairs. At the 
international fair of Utrecht and at the 
smaller fairs in Amsterdam you will see some 
of the finest examples of Dutch display. That’s 
because the financial possibilities are much 
larger in this field. Large industrial firms are 
inclined to spend a more reasonable amount 
of money for their expositions, much more 
than small merchants and even more than de- 
partment stores. The results are evident. 

Approximately 500 Dutch displaymen are 
united in the display society with the long 
name, “Genootschap ter bevordering van de 
etalagekunst,” which was founded three years 
ago. At present I’m the president of the 
society. The office address is Noorderhaven- 
kade 23a, Rotterdam. This organization has 
groups in several places like Leeuwarden, 
Groningen, Utrecht, Den Haag and Rotter- 
dam where the members meet once a month 
to hear a lecture, see a demonstration of new 
display materials or simply talk about their 
problems. The GBE has organized several 
voyages to Germany, Belgium and London. 
The contacts with the English, Swiss, 
German and other display societies are very 
close and friendly. Foreign groups come very 
often to Holland, especially to Rotterdam, a 
very interesting city with good displays, nice 
shops and surprising architecture, and numer- 
ous personal relationships have sprung from 
these meetings. These trips are made with 
groups of 20-40 displaymen. 

One of the biggest problems of the Dutch 
display society is the professional training. 
There are some small private schools and 
correspondence courses, but the greatest ef- 
ficiency can be expected from a training 
system like the German and Swiss official 


schools, with a three or four year apprentice- 
ship and compulsory examinations. The GBE 
has done some first steps in this direction 
already. The development of an United Europe 
means more competition. Display has to do a 
very good job in the big fight for the con- 
sumers’ pennies. The Dutch displayman 
wants to learn all he can to be prepared for 
this struggle. 

The large number of medium-sized and 
small stores ask continually for displaymen 
who can do more than dress windows—they 
must become the sales promotion managers 
with potential of advancement to store man- 
ager or at least higher executive levels. This 
will be good for wages for those who can 
make the grade—and wages are still rather 
low. 

That’s the goal ahead for display in Holland. 
It will not be too difficult to overcome the 
obstacles. After all, Dutchmen have always 
been very commercially minded .. . even dis- 
playmen. 


R 2 & * 6 
AUGUST, 1936 

L. E. Summerton resigned as display man- 
ager for Moore Dry Goods Company, Mem- 
phis, in order to devote his time to free- 
lancing. 

Carl Shank left Stix, Baer & Fuller, St. 
Louis, after 13 years as display director for 
the store. He joined Stevenson-Twyman as a 
sales representative. Karl Kneis, formerly 
first assistant, took over the display job at 
SBF. 

Hal Carleton opened his own display 
studio in New York City. He had been with 
S. H. Kress Company. 

King P. Schneider became display man- 
ager for L. L. Berger Company, Buffalo, 
after leaving the display staff of B. Forman 
& Co., Rochester. 

The first organized meeting of the Na- 
tional Capital Display Club was held with 
W. Arthur Gray, Lansburgh & Brother, 
presiding. 

Emile Schmidt resigned as display man- 
ager for Kaufman-Straus Company, Louis- 
ville. 

Members of the Detroit Display Club held 
their annual picnic at Waterfront park.. 
Ralph D. Johnson, J. L. Hudson Company, 
was sponsor, and F. E, Whitelam, R. H. 
Fyfe Company, was master of ceremonies. 


AUGUST, 1951 

John Nugent resigned as display director 
for Halliburton’s, Oklahoma City, subse- 
quently joining Lerner Stores, New York 
City, as a road supervisor. 

Jim Hillis joined the Colbert’s store in 
Amarillo, Texas, as display manager. 

Jack Crowder was appointed display man- 
ager for Monnig’s, Fort Worth, replacing 
Dick Wise, resigned. 

Edinger-Wyckoff, Stroudsburg, Pa., an- 
nounced a new catalog of self-selection store 
fixtures. 

Harry L. Quinley was named display man- 
ager of Patterson’s, Moberly, Mo. 

Gilbert Squarey was promoted to display 
manager of Best’s, New York City, following 
the resignation of Fred Henderson. 
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New Outdoor Post Lanterns 
Use Fluorescent Lamps 


A handsome new contemporary series of 
outdoor post lanterns that will burn for 
many years without maintenance or bulb 
replacement and at a cost of as low as seven 
cents per month, has been announced by 
A. M. Andrews Company of Portland, Ore. 

The Andrews Post Lanterns were created 
from modern materials — aluminum, plastics 
and fluorescent lamps to provide a non- 
breakable, non-rusting lantern which is 
weather-tight, dust-free and bug-free. The 
22-watt fluorescent lamp produces a soft, 
non-glaring light that is pleasing to the eye, 
yet gives off as much light as a 100 watt in- 
candescent bulb. 

Starter and starter filament are principal 
causes of fluorescent lamp failures, so if the 
lamp is left burning continuously it will last 
for many years at a cost of only seven cents 
per month. (Slightly higher in some areas). 

The Andrews Post Lantern is Under- 
writers Laboratories approved and available 
from A. M. Andrews Company, 4621 S. W. 
Beaverton Highway, Portland 1, Ore. Write 
for prices and information. 


Study on Department Stores 
Released by POPAIT 

The Point-of-Purchase Advertising Insti- 
tute has released a new study, “Understand- 
ing Department Store Attitudes Toward 
P-O-P Materials”. This study, conducted by 
the University of Illinois, College of Busi- 
ness Administration, under the direction of 
POPAI’s Research Committee, deals with 
the utilization of manufacturer-supplied pro- 
motional material by department stores. 

According to POPAI Board Chairman, 
Richard H. Dickson, Jr., this study was con- 
ducted to “. .. more clearly understand the 
reasons why it is sometimes difficult to se- 
cure placement of merchandising material in 
department stores.” He pointed out that, 
“Once we understand the problems and the 
objectives of department stores, it will be 
possible to provide material which will be 
mutually profitable for both the advertiser 
and the retailer.” 

Professor William D. Boub headed up this 
project for the University of Illinois. 

Review copies are available upon request 
from POPAI, 11 W. 42nd St., New York 
City 36. 


Hanick’s Offers 
New Catalogue 

Hanick’s Display Center of Philadelphia, 
distributors and manufacturers of display 
materials and fixtures, are offering, to those 
who request it on their letterhead, a copy 
of their 1961 Christmas catalogue together 
with samples and catalogue folders. They 
are located in their own building at 25 North 
Seventh St., Philadelphia 6. 


Sweeney Appointed 
By Trans-World 


Jerome D. Kramer, president of Trans- 
World Display Corporation, New York City, 
has announced the appointment of Joseph R. 
Sweeney as a vice-president. Mr. Sweeney 
was formerly with the Forbes Lithographing 
Corporation. 


AUGUST, 1961 


The SMARTEST LOOKING SANTAS Come From 


COLLEGEVILLE! 


SANTA CLAUS SUITS BY COLLEGEVILLE 
ARE YOUR BEST SALESMEN! 


No. 2598. SANTA AT HIS FINEST! Made of luxurious velveteen, 
trimmed in white plush; leatherette belt and boots. Wig and 
beard set is made of a blend of YAK, NYLON and DYNEL and has 
a permanent wave, can be washed, combed. Non-inflammable, 
of course. Complete outfit. $60 


No. 2599WS. 

a aa ore as above, but with 100% YAK HAIR WIG 
No. 1406. Rich looking, 
durable corduroy with 
leatherette belt, imitation 
boots, Nylon wig and beard 
set. Washable, flame-proof. 
A complete outfit. $29 


ORDER 
DIRECT ‘=p 
Now! No. 6514. 


iMMeDiaTe «CHRISTMAS 
SHIPMENT ELF COSTUME. 
GUARANTEED COMPLETE $5 


No. 2297. DeLuxe red vel- 
our and white plush trim, 
and leatherette belt, boots. 
Nylon and Dynel wig is 
permanently waved, and is 
combable, washable. Non- 
inflammable. A complete 
outfit. $43 

Separate beard and wig sets available. 
WRITE FOR FREE CATALOG. 


No. 1300. MISS SANTA OUTFIT. 
Red corduroy coat, trousers 
and skirt, trimmed with white 
plush. Leatherette belt, and 
ry tops trimmed with plush. 


os 


oe 
COLLEGEVEILL E Inv: rm. 434, 200 stn av. 


A 
y FLAG & MFG.CO.., Collegeville, Pa. 


Bill Wimmer, Sales Mgr. 











CLEAR PLASTIC HEAVY-DUTY 
TRAYS IN 2 ALL-PURPOSE 
NEW SIZES! 


Keep your Stock neat and orderly! Get 

it from Shelf to Counter and back again 
in seconds, without fuss or trouble, 
without wear and tear on merchandise. 
Matched Beavties that accommodate 
every type of folded apparel! Life lasting! 
Made in U.S.A. Low Priced. Spot Delivery. 

CHOICE OF 2 SIZES: é 
15°’ long, 10°’ wide, 342°°| 11%"’ long, 92’ wide, 
high in back, 14%4°' high in] 42°’ high in back, 1°’ high 
front: in front: 

without . . . i 
0 cinta B28 ce | SO cin $8 
less than 12 of a style, 25c each additional. 


Jlomfels 


NEW HYDE PARK, N. Y. 


Removable 
Separator 


WRITE FOR 80 PAGE CATALOG SHOWING OUR COMPLETE LINE OF 
DISPLAY EQUIPMENT & STORE SUPPLIES. JOBBERS’ INQUIRIES INVITED. 











Plan to be 
“Frostee’ 


in your 
Fall and Christmas 
The frigid 
sparkle of Frostee 
Sno Blocks demands 
the shopper's eye. 


displays. 


Frostee Sno Co. 
Antioch, Ill. 
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World 


The International Display Authority 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 


be glad 


to supply the latest authentic informa- 


tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the info 

you want on file, we'll find out for you. Avail 


yourself 


of our service facilities without cost 


or obligation. This service includes an analysis 
of any display problem. 
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Air Brushes 

Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 


Ld 


J 


i 


Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Mannequins 

Metal Sheets 

Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 

Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

| Poles—Extension 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 
Show Card Colors 
Show Cards 

Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—tElectric 

Sign Printing Machines 
Sleeve Forms 

Spray Paints & Finishes 
Store Designing 

Store Equipment 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Wall Board 

Wigs 


4\ i 


{] Window Lighting 


[| Do you wish a copy of their catalogue? 
{} Do you plan to remodel your store soon? 


[j Do y 


Display 


Street. . 


ou plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 


Manager 











New versatile display assembly 


+l os DISPLAYMAN’S perennial head- 
ache — that concerned with continually pro- 
viding new display arrangement inexpen- 
sively — finds its ready answer in a new and 
completely modern development by Krim- 
stock Brothers called, fittingly, “Create-a- 
Display.” 

Create-a-Display is not a display fixture 
with variations or add-ons. It is a completely 
self-contained system with unlimited adapta- 
tions and functional applications. Its versatility 
is so great as to allow for the assembly of 
hundreds of unusual shapes and sizes so 
variable as to be limited only by the display 
director’s own imagination. Sketches of typical 
applications are included with each shipment. 

The secret of such versatility lies in a 
variety of tenoned dowels, blocks and balls 
which interlock into any desired shape for 
the display of any type of merchandise. 

Many of the nation’s leading stores have 
already adapted Create-a-display systems for 
interior, office and window displays during 
preliminary comprehensive field testing. The 
universal applications of Create-a-Display in- 
clude display of shoes, apparel, accessories, 
luggage, jewelry, housewares, paint, hardware, 
etc. 

Display directors are enthusiastic over the 
re-usability of the new system. None of its 
many uses is ever its last, and additional 
adaptations only serve to invite others. Create- 
a-Display may be knocked down easily, stored 
in its own compact kit, and set up later in 
other departments for different merchandise. 

One of the features which display directors 
appreciate is the fact that it is not necessary 
to buy additional shelving since existent 
shelves of glass, plywood or hard board may 
be used. 

Krimstock Brothers offers complete and 
illustrated literature on Create-a-Display, upon 
request. Write to Krimstock Brothers, 112 
N. 9th St., Philadelphia 7. 


Top photo shows 
Create-a-Display 
as used by Arthur 
Burke for Rem- 
ington - Rand 
Electric Shavers, 
Bridgeport, 
Conn. . . . Other 
two photos are 
by Thomas B. 
Comerford, dis- 
play director for 
Lit Brothers, 
Philadelphia. 
One at center 
was for Mother’s 
Day; at right 
was for a promo- 
tion of Swedish 
import goods. 
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2 NEW TYPES OF LIQUID GLITTER! 


ADGLI 


WATER 
BASE 


& GLITSTI 


SOLVENT 
BASE 


Now! Apply Glitter and Adhesive at the Same Time 





LIQUID GLITTER 


Will Adhere To 
STYROFOAM 
VINYL 
ACETATE 
ALUMINUM 
GLASS 
WOOD 
PLASTER 
FABRIC 





SINGLE APPLICATION ONLY 


It is no longer necessary to spread on adhesive, apply 
glitter, wait for adhesive to dry, then remove excess 
glitter. Liquid Glitter makes possible one easy applica- 
tion by spray, brush, roller coater or squeeze tube. 

ADGLIT and GLITSTIX are available in non-tarnish 
gold, aluminum and many other colors, in a variety of 
shapes and sizes. 

ADGLIT and GLITSTIX are packaged in quarts, gallons, 
5-gallon pails and 55-gallon drums. 
now at $2.00 minimum charge. 


Send for trial order 


Excellent For 


DISPLAYS 
POSTERS 
FLOWERS 
SCENERY 
WALLS 
COSTUMES 
WRAPPINGS 
LAMINATES 








Manufactured Exclusively By 


ADHESIVE PRODUCTS CORPORATION 


1660 Boone Avenue 


Established 1895 


New York 6O, N. Y. 








SHOW CARD -AND F 


MODEL “M"—Using regular printers’ 
metal and wood type. 


MODEL "B"—Using rubber type. 


@ BOTH MODELS MADE IN 3 SIZES 
@ COMPLETE UNITS FROM $158 UP 
@ MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX H-146 ADRIAN, MICH. 





_= = Maguelie=— 
“SWGNPRESS’ 


ER MACHINE 


Featest7! SPEED....SIMPLICITY 
By LOW OPERATING COST.---LONG LIFE 


NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


FEATURING — 


POP AIT BS me 


Get Away From wan / 


44 Happy Summer Vacation 











MODEL M-1448 
PRINTS ALL SIZES UP TO 14" x 48" 


“MAGNETIC” 


GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


PATENTS APPLIED FOR 


Pack Your Duds---Get Set For | 


(SHOWN BELOW) 


TYPE LOCK-UP 





ee GOOD LUGGAGE 











Flexo-Branch Creates 
Interest at Market 


A unique innovation in basic Christmas 
foliage that created unusual interest at 
Christmas Market Week was Flexo-Branch, 
basically an entirely wired branch, either 
flocked or tinselled in a variety of colors, that 
can be easily bent and shaped without break- 
ing. It was created by Walter Averick, presi- 
dent of Artistic Creations, Inc., 59 Trumbull 
St., Elizabeth, N. J., and it was incorporated 
into this firm’s designs as well as numerous 
other display firms at the NADI show. 

Shown in a variety of display units such 
as trees, wreaths, arches, wall units, garlands, 
framing, sprays and branches, Flexo-Branch 
has all the beauty of natural material without 
its disadvantages, such as breakage, dis- 
coloration and drying out. It is easily packed 
and can be stored in a minimum of space. 

Artistic creations, Inc. was formerly known 
as Artistic Displays, Inc., at another address 
in Elizabeth. 
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Acquires Emeralite, 
Consolidates Facilities 


Harry Handler, president of the General 
Lighting Co., producer of nationally distrib- 
uted lighting fixtures, announces the acquisi- 
tion of the Emeralite Co. located at 38-40 
Warren St., New York City. The latter firm 
manufactured desk, table, wall and _ floor 
lamps. 

The General Church Goods Corp., an affil- 
iate of Harry Handler Industries, has moved 
to the same address. Paul Papa will head all 
manufacturing with Mrs. Ellen Florence 
Halter to direct all design work. 


New Basic Frame Units 
For Island Merchandisers 


Reflector Hardware Corporation, 1400 N. 
25th Ave., Melrose Park, Ill., has developed 
some new basic frame units (without shelving 
and brackets) for tandem application, per- 
mitting the retailer to create his own island 


merchandisers in any desired length using 60- 
inch modules. Reflector has pre-packaged 
shelving sets for these frames if desired, al- 
though conventional shelving can be used 
successfully. 

For complete information concerning these 
frame units as well as new utility self-selec- 
tion merchandisers, write for catalog sheets. 
Refer to Dept. FP-5 Basic Frame Units and 
Dept. FP.7, VU780 Unit, in your corres- 
pondence. 


New Display Firm 
Opens in Brooklyn 


A new display organization, Creations by 
Ted Allen, specializing in the rental of arti- 
ficial trees, garden arrangements and unusual 
waterfalls, has opened at 2580 Coney Island 
Ave., Brooklyn 23. Ted Allen is president and 
Mel Berger, vice-president. The new firm 
welcomes visits by displaymen to their exten- 
sive showrooms. 
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Lehn & Fink Appoints Seymour Kent, director of the department. 
Meyerson To Art Dept. In an expansion of existing facilities, Mr. 


Meyerson will direct the design and develop- 
Mort Meyerson has been appointed to the . ; 
ment of point-of-purchase, win d 

corporate art department of Lehn & Fink rented Sarnaee; EROw CagRy 


and promotional material for all divisions 
Products Corporation, it was announced by of the corporation. 


Mr. Meyerson has had more than 15 years 
of experience in the graphics, sales promo- 
tion and communications fields, having 
served within multiple areas of the market- 
ing-merchandising structure of major agency, 
cosmetic industry and motion picture com- 
panies. 
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Rubber Nativity Figures 
Offered by Firm 

New molded latex one-half-size Nativity 
# = figures are announced by Artistic Latex Form 

4 = - Company, Inc., 762 Third Ave., Brooklyn. 
Beauty On 4 Budg et 4 i sn a description of these and other allied 
Tuts beautiful chandelier is just one oe | Be figures are included in Catalog 61 available 
. Mort Meyerson upon request. 

of a complete array .. . designed to 
give your store a special dignity at a 


realistic cost. Large ones... small BE DILPLAY A4RADE ..N..% 
ones ... or in half round for wall eesed Wc 


use . . . done in tasteful designs with 
prisms and beads . . . electrified . . . 


to add real interest to your decor — | FP aa. SSoKN IN FITCHBURG 1925 
no matter what the motif. Ao, Sale + , BECAME INTERESTED IN wi- 
See your DISPLAY JOBBER a eg Bie Maa NrOWw DISPLAY WHILE WOKKING 
or write us for more "3 , w - os = ee SS ae Sa. aS A STOCK Bor AFTER HIGH 
Information and Photos. PEOPLE OFTE L gg ee ome ele .  * SCHOOL AT THE BO00K SHOP. 
ME ADR. JExKyc Ane 2 Aaa = pee A LOCAL Book, GIFT AND 
ERROCRAFT 9 Twe oss ARE 5 oF im SCKECORD sHop. SEEVE>P 
305 M So UNRELATED eS ee: Sees THREE YEARS 'N THE 
305 Morton Street = Sy pe gh pee eee UNITED STATES MARINES |, 
Morganfield, Kentucky ; oa eel +S aig ee ee iN THE SoutTeH PACIFIC | 
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AND UPON RETURN HOME 


: g ae <a 4 Ve BECAME EMPLOVED AT THE 
ANIMATED GNOME TOY MAKER|| .. -£ Fog Ge, TA) Scenes raven conmany 
9WA79% D. | Oe 2 eee Sf 





POWER PLANT. 
CONTINUED DISPLAY AS A 
-- 4oBSy BY TRIMMING 
“THE Book SHOP windows 
-APTER ws PAYS WORK 
AT THE POWER PLANT. 





cue NT) 
Kt ee 


“Pooay HE 16 A FREE LANCE WINDOW | 
TRIMMER, INTERIOR DESIGNER, 
EXTERIOR DESIGNER, AND A DEC- 
ORATOR OF ANYTHING FROM A 
S$cHOOL DANCE HALL To A 
PARADE Float. 


HAS WON TWO INTERNATIONAL 
DISPLAY WORLD CONTESTSAND TWE- 
NTY-SEVEN NATIONAL DISPLAY 
CONTESTS. 


— % | MARRIES AND WAS 
meal : TWe CHILPREN. HOBBIES 

Gnome is full round molded rubber colorfully ASZeEe sKrIING ANDO 

hand-dressed in fabric costume. Bench and SKATING ANDO 

toys are of wood construction. 


3 | Di=Pray, 
Right arm moves up and down to simulate toy 
making 


Approximate dimensions: FO ke. 7 
30" Tall 
32" Wide Price: $7950 
24" Deep Complete 


DISPLAY DIRECTOR 
r/ 4 | vid hamber gy Cri inc. THE BOOK SHOP INC. FITCHBURG, MASS. 


136 WEST 31st STREET NEW YORK CITY! — 
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foals 


BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
... to make your dispiays sell more goods faster 
... it's the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

Howto Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


PRICE 


AUGUST, 1961 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


+7 0 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. 
Display problems and their solutions are explained in detail. It gives 
display a scientific background to make the medium of display more 
powerful and effective. Study the partial list of contents and you will 
realize that this is a book you MUST have. Its value to you cannot 
be measured by its reasonable cost. 


§ DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME 
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Attention DISPLAY MEN 


BRING OUT THE BEST 


IN YOUR WORK 
USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulkton 
107 In. Wide SEAMLESS Paper 


Avellable in 5 


FASHION-RITE 
COLORS 


Write for 
Free Coler Card 


e INSPECT your DELIVERIES — ¢ Dea't Accept « Substitute 


Don't Be Switched =»: 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRIES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY. PA 


ST OWN A PROVEN PRODUCT 








Learn HOW To 
RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 


by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handie men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr«ctions. Worth five years 
training under a professional trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, CINCINNATI, OHIO 
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— Display Bookshelf — 


CHRISTMAS DISPLAY REVIEW 
Published by Retail Reporting Bureau 
101 Fifth Ave. 

New York City 3 

Price: $35 

No where else can you secure such a com- 
prehensive pictorial review of outstanding 
window, interior and exterior displays by 
stores during the 1960 Christmas season. 
The photos are large and clearly reproduced 
on high-gloss paper; the descriptions are 
complete, although brief. 

Subject matter is broken down handily 
into numerous headings such as: Institu- 
tional, Christmas Feature, Marquee Trim, 
Exterior Trim, Fashions, Lingerie, Accessor- 
ies, Gifts, Toys, Men’s Furnishings, Miscel- 
laneous, Entrances, Column Trim, Ledge 
Trim, Interior Trim and Department Trim. 
There are more than 200 photographs in all 
in the spiral-bound, hard-cover book that 
measures 9 by 11 inches and is % inch 
thick. It can be highly recommended to both 
displaymen and display manufacturers as an 
idea source book and reference. 


THE FACTS ABOUT BRANCH STORES 
By J. Gordon Dakins, 
Executive Vice-President, 
National Retail Merchants Association 
Published by National Retail Merchants 
Association 
101 W. 3lst St. 
New York City 1 
Price: $4 (NRMA members) 

$8 (non-members) 

This book is basically a report of an ex- 
tensive survey of branch store operations 
made by NRMA last February. Seventy 
stores filled out the 14-page questionnaire. 
Most were department stores (70 per cent). 
But 13 per cent were junior department 
stores and another 13 per cent were women’s 
specialty stores; the remainder, men’s spe- 
cialty stores. 

There are some eye-opening revelations 
of interest to displaymen in the sections 
dealing with store aisle widths (“.. . 36 per 
cent of the merchants said that the aisle 
space in their oldest branch was wider than 
the aisle space in the main store.’”) with 
costly fixturing errors (“. . . Too few self- 
selection fixtures .. . Improper square foot 
floor plans.”) with self-selection (“. ... 62 
per cent of the retailers said that they have 
more self-selection in their branches than 
in the main store.’). 

Our recommendation: See if your branch 
manager has a copy of this book and borrow 
it from him. You'll impress him with your 
interest and you'll learn some interesting 
facts that may help you particularly in areas 
of fixturing and store layout. 


DESIGN MOTIFS OF 
ANCIENT MEXICO 

By Jorge Enciso 

Published by Dover Publications, Inc. 
180 Varick St., 

New York City 14 

Price: $1.85 


This is another book by this publisher 
containing artwork and designs that can be 
copied without the permission of the author. 
This one is probably not as useful as some 
of the other books, but some displayman 
with imagination will find the secret of the 
Incas somewhere in its pages. Most of the 
drawings are of elementary geometrical pat- 
terns. Also there are animals, insects, fishes, 
birds, human bodies and various other 
decorative items, most of which would be 
much more effective in colors and enlarged. 

For the price, it is a valuable addition to 
your library. When contacting the publisher, 
ask for information concerning other books 
ot a similar nature. 





Miami Firm Shares 
Exhibit Award 


First prize for all-around excellence has 
been awarded to the school of surgery at the 
University of Miami and Exhibitors Display 
Service, a prominent Miami exhibit-display 
company, for a highly technical display pro- 
duced by EDS and shown at the recent an- 
nual meeting of the Florida Medical Associa- 
tion held at Miami Beach, reports Maurey L. 
Ashmann, president of EDS and its affiliate, 
Film Art Corporation. 

Theme of the exhibit was long-term per- 
fusion, a method of cancer treatment involv- 
ing isolation of the area to be treated. The 
EDS unit graphically and mechanically por- 
trayed the actual operation of the method 
through a battery of dials and lighted color 
detail transparencies. 

Exhibitors Display Service and the uni- 
versity team of technicians were named win- 
ners by a judging committee composed of 
past presidents of FMA. 


Strumpf Promoted 
By Kenbury Glass Works 

Mac Strumpft, who has been connected with 
Kenbury Glass Works, Inc., New York City, 
for the past eight years as a salesman and 
assistant in general sales outside his regular 
territory, has been appointed vice-president, 
according to an announcement by Bernard 
Lubow, Kenbury’s president. Mr. Strumpt, 
who is married and has a 12-year-old daugh- 
ter, resides in Laurelton, Long Island, N. Y. 


Frye Joins Eaton 
As Allen’s Assistant 

Robert D. Allen, vice-president of Eaton 
Brothers, Hamburg, N. Y., announces the 
appointment of a new assistant. He is Randall 
E. Frye of 19 Lenora Drive in Hamburg. 
Mr. Frye will work in handling of corres- 
pondence, quotations, inquiries and conven- 
tions. 


Jacobs, Decter 
Link Showrooms 

B. A. Jacobs, Los Angeles decorative dis- 
play firm, is affiliating major showrooms and 
sales facilities with the Decter Mannikin Co. 
at the latter’s showrooms, 1000 S. Los Angeles 
St., Los Angeles. The move will be completed 
by August. 
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Airport Display Cases 
Use Glass Doors 

Attractive Tuf-flex glass doors permit full 
view and easy access to display spaces for 
industrial product exhibits in the Port Erie 
Airport at Erie, Pa. The glass in the doors 
is heat treated to provide extra strength, 
making them up to five times more resistance 
to breakage than the original plate glass, 





according to Ralph Prickett, specialty glass 
sales manager for Libbey-Owens-Ford Glass 
Company, manufacturer of the doors. 

There are eight sets of Tuf-flex doors, two 
doors to a set, used for the display cases at 
the Erie Airport. It is a simple matter to 
open the two doors to trim the displays. The 
display area is rented to manufacturers in 
the Erie area to exhibit their line of manu- 
factured products. One of the displays in 
shown here. 


POPAI Appoints 
Annual Show Chairman 

The Board of Directors of the Point-of- 
Purchase Advertising Institute has appointed 
Howard Stumpf, manager of display divi- 
sion, Hinde & Dauch Division, West Vir- 
ginia Pulp and Paper Company, as general 
chairman of the Fifteenth Annual Sym- 
posium and Exhibit of the Point-of-Purchase 
Advertising Instiute. This year, POPAI’s 
annual show will be held November 7-8-9, 
1961, at McCormick Place in Chicago. 

In accepting his appointment, Mr. Stumpf 
said, “Every year, POPAI’s annual exhibit 
has grown larger both in the number of ex- 
hibitors and the quality and size of those 
who come to see the best in point-of-pur- 
chase advertising. I shall do my best to see 
that the 1961 exhibit follows in the same 
pattern and in fact exceeds the records set 
by previous shows.” Mr. Stumpf continued, 
“We shall follow the regulation set in re- 
stricting attendance to national and regional 
advertisers, advertising agency executives, 
retailers, the press and members of the 
Point-of-Purchase Advertising Institute. No 
non-member producers of point-of-purchase 
material, suppliers to the industry, art 
studio personnel or merchandising consult- 
ants will be permitted on the exhibit floor. 
This regulation will be carried out to the 
fullest extent possible.” 
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TRY IT AND YOU'LL NEVER AGAIN BE WITHOUT THE 


PORTA-SHELF 


MOVABLE DISPLAY HOLDERS 


@ Low Cost 


@ Quickly Installed On 
Walls, Show Window Dis- 


plays, 


Etc. 


@ Easily Removed From 
Bracket When Not In Use 


@ Sturdy, All-Metal 


@ ideal 


For Displaying 


Small Appliances, Hard- 








DISPLA-O-RAK 
— 


25x40x41¥%," Tail. Leg 
shelves adjust in height. 
Easily opened, folded. 
Ideal for Window or 
Floor Displays. 


——.. \ 


Ne en, 





ware, Pack 
Food, Shoes, Hats, Etc. 


items, 


Complete with Bracket, 


$790 


Pair 
$39.00 Doz. 





Write — or Phone JU 9-9158 Today 





Each 


$199> es 
| 





LOUISVILLE METAL PRODUCTS CO} 


1101 West Oak Street Louisville Ky 


CANAL ELECTRIC Presents 
The “LIVING WATERS’ Fountain 


Never before have so many modern improve- 


Another Planned Engineered Display Fountain 


ments been concentrated into one fountain. 


@ Height 10'' — Diameter of Bow! 21'' — Base 14°’. 


@® The "LIVING WATERS" Fountain will 


comply with 


the new municipal Regulation (Code 17 which prohib- 
its the use of 115 volt light submerged in water). 


Our new, fascinating, cool, 
light (only 22 watts — low consumption) 


under a large heavy stipple convex Pyrex 


rapid-start fluorescent 
installed 
Te 


makes the Water Spray GLOW AND SPARKLE LIKE A 


LIVING CHANDELIER. 
Fountain bow! made of solid 
electrolytic action). Finished 
with contrasting base, makes a two-tone finish. 
Pump is hermetically sealed in oil 
lubrication. 


copper 


— never 


Also available in Black Light. 
(eliminating 
in Antique Copper, 


needs 


The two-way switch permits the use of the fountain 


WITH OR WITHOUT the light. 
o) Mico as 

Splash proof. 

Filter and Splash Screen made of solid copper. 
All 36 jets are removable for easy cleaning. 
Comes complete, ready to plug into 115 
ordinary outlet. 


Guoranteed for one year. 


Prices on Request. Send for Literature 


CANAL ELECTRIC MOTOR, INC. 


310 CANAL STREET @ 


NEW YORK 13, N. Y. ® 


BEAUTIFUL BY DAY 


volt 


Made to last indefinitely. 


Manufacturers of Pumps & 
Water Display Fountains 


WoOrth 6-1377-8-9 





Since 1900 


RE FLASHERS 


Force Attention, Increase Advertising Value 


x Ie <> 
ELECTRIC COMPANY 


Motorless 355 RIVER ROAD 


Motor 


RIVER GROVE, ILlL. Driven 














Enter The 1961 International DISPLAY CONTEST 
For a complete list of rules and 65 classifications write to 


Contest Editor, DISPLAY WORLD, Cincinnati, 1 











QUALITY 


. 
y 


Hi-Style Wigs 


ol lalelaeltts 


Make-ups 


Se Fe et a oe 


Also 
RENTALS 


Special Promotions 


MADISONIA MANIKINS 


152 W. 25 St... New York 1 
11 S. Desplaines, Chicago 6 


Now in the exciting new “Peacock” 
Color — blue-green combination — 


Luxurious Rayon-Wrapped 


STEMMED BALLS 


From 1'/2"' to 6'' Diameter, plus 12 other beautiful 
colors. 


Also, apples, pears, peaches, limes, lemons, 
oranges and grape clusters. 


JOBBERS INQUIRIES INVITED 


Ppl SUPPLY CO., INC. 


Monufacturers of Display Novelties 
106 HOPKINS AVENUE . JERSEY CITY 6, N: J 





Youthful costume jewelry is draped on 
a cutout of an antique car by Thomas 
B. Comerford, display director of Lit 
Brothers, Philadelphia. Note arms 
loaded with bracelets extending through 
windows of car... 


“A Vintage Year” proclaims the sign 
in this window of Weiss & Goldring, 
Alexandria, La., where Richard A. 
Ray directs display. Traditional fall 
props are used tastefully to achieve the 
look characteristic of a smart fashion 
shop. 


Why not a display for Thanksgiving 
this year? Here’s a simple institutional 
display incorporating a copy of an 
ancient parchment map of the Cape 
Cod Bay area, cutouts of two pilgrims, 
traditional fall harvest foods and the 
“Pilgrims Prayer” inscribed on a sign. 
This was by Mrs. Robert Bennett for 
Women’s Savings Bank of Cleveland. 
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New Point-of-Sale Group 
Celebrates First Anniversary 


The Association for Point-of-Sale ad- 
vertising celebrated its first anniversary with 
election of new officers and a restatement of 
dedication to its creative concept and prin- 
ciples. 


John Rivenburgh of Berger-Rivenburgh, 
Chicago, the newly elected chairman, voiced 
the opinion of the members when he said 
“the advertiser's increasing demand for prac- 
tical creativity at point-of-sale can only be 
satisfied by those people in our industry who 
can honestly represent themselves as capable, 
professional, advertising people “creatively- 
motivated” to discharge their responsibilities 
to this vitally important merchandising me- 
dium.” 

All those present agreed the future of 
P-O-S as a medium depended on advertisers 
recognizing the value of this concept designed 
to increase creative effectiveness in P-O-S 
material while decreasing present excessive 
costs, resulting from speculation and unfair 
competitive “contest.” 

Other officers elected are: Joseph M. Callen 
of The J. M. Callen Co., Chicago, Vice-Chair- 
man; Val Ross of Advertising Display Cor- 
poration of America, Treasurer; Harry Glas- 
ser, Inc., Chicago, Secretary; Boris Hamilton 
of Hamilton & Associates, Chicago, Director 
at large; Tom Helzer of Tom Helzer, Inc., 
Houston, Texas, Director, Central region. 

Sol Berger of Berger-Rivenburgh and 
Frank Montalto of Advertising Display Corp. 
of America continue as Directors at large. 


Freelance Displaymen 
Elect Officers 


Paul Hoppenfeld has been elected presi- 
dent of the Southern California Freelance 
Display Guild, succeeding Henry Tabak. 
Other officers for the coming year are: Dave 
Marcus, vice-president; Charles Glemser, 
secretary; Louis R. Stein, treasurer; Jack 
Kessman, sergeant-at-arms, and Vid Rosner, 
publicity chairman. 

The guild meets the second Friday evening 
of each month in the Advertising Club's 
lounge at the Statler-Hilton, Los Angeles. 
Its permanent address is 9460 Wilshire Blvd., 
Beverly Hills. Phone is CRestview 1-5555. 


Miss Quarture Leaves 
Kaufmann’s Display 

Miss Mildred Quarture, display director 
of Kaufmann’s, Pittsburgh, for several years, 
has been appointed Home Furnishings Coor- 
dinator of the store and will relinquish her 
present position to Reed Schladerman, for- 
mer display director of The Fair Store, Chi- 
cago, early in August. 


New Timber-Toppers 
For Round Poles 


Formerly available only for stock 2- by 3- 
inch lumber, a new Timber-Topper, spring- 
loaded sleeve for erection of tension poles, 
now comes for 1 %-inch round poles. This 
adds new display interest for this inexpensive 
and versatile spring pole. For further details, 
write to Brewster, Inc., Dept. D8, Lyme, 
Connecticut. 
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*BURLON BURLAP in plains and prints 


Made by only one mill in all India from the finest quality jute yarns. 


SUPER QUALITY “BEST YET" QUALITY 
*BURLON BURLAP 


Ideal drapery or sportswear fabric. A profitable volume item. Unbeatable 
24 solid, vividly dyed colors, 40" wide. for draperies and cafes. 
Prints, 48"' wide, five colors. Nineteen solid colors. 


Also, Fishnet—Christmas Tinsel Cloths 
Sold by Department Stores and Fabric Shops Everywhere. 


VAN ARDEN FABRICS, INC. 
9 North Moore Street @ New York 13, N. Y. © CAnal 6-4700 
*BURLON is the trade-mark of Van Arden Fabrics, Inc., for its superior quality 100 percent jute burlap. 




















How to Make Sure You Have the 
Finest Santa Claus in Town 


Consult Us . . . the World's 
only Santa Claus Specialists 
® Santa Claus Service ©@ Promotion ® Training 
© Costumes ® Wigs @ Beards ® Make-up Kits 
© Boot Tops @ Stomach Pads ® Dresses and Hats 
for Mrs. Santa and Helpers @ Complete Line of 
Santa Equipment 


Write to: 


SANTA CLAUS SCHOOL, INC. 


Albion, New York 
(Christmas Park) 














Peramir (A)—dramatic multi-color mirrors 
Paraflex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 








MANEQUIES 

TAPETES de PASTO 
MOTORES VUE-MORE 
FLORES de temporada... 


SELLIP y el mas completo 


WW. H. DISPLAY (0. i surtido en papeles 


y articulos para 
126 Eleventh Ave. 


ReteRs 


New York City 11 aparadoristas 











PLEASE MENTION DISPLAY WORLD 
WHEN WRITING TO OUR ADVERTISERS 








37 








LOW-COST fae 
| D ) 


FASTENERS 


for 


DISPLAY 
ASSEMBLY! 


knobby .... 


on s° TWIST" 


Here's the perfect all-around fastener for assem- 
bling knock-down displays, window dressing, etc. 
. . « Knobby Twist Pins! Sturdy corkscrew design 
inserts easily, holds corrugated, paper, ribbon, 
fabrics firmly. Clear plastic head is nect but 
practically invisible. Easily ‘‘unscrewed’’ for reuse. 





Prices § 
$5.86/M } 
5.47/M 
5.34/M | 
5.03/M ; 
1,000,000 up 4.86/M‘ 


2% 10 days, net 30 
FOB Attleboro, Mass. 


Choose Any Length 


ly a . Reguiler 
i," pin 
Fy 
6° pin 


Extroe Long 
Ay, — SAMPLES! 


Knobby Kraft °° iiietore, tess. 


> Quentity 
1-99M 
00M-249M 


ee i 























Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displays. Spe- 


clal colors made to order (including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. | 
———— 























The U. S. Army Transportation Material 
Command now has on tour an exhibit to 
induce small businesses to bid for contracts 
to manufacture the many items required by the 
Army. 

The exhibit is transportable and has so far 
treveled all the way from the Pentagon to 
Atlanta, Jacksonville, and Corpus Christi, 
Texas. 

It was at the latter stop that Philip Ulrich, 
president of Ulrich Bros., Inc., of that city, 
discovered, while examining the exhibit, that 
the turntables used were manufactured by his 
firm. Further inquiries brought out that Hill 
& Hill Displays, St. Louis, Mo., did the com- 
plete job of designing and constructing this 
exhibit and purchased the turntables from 
Ulrich. 


The exhibit can be quickly dismantled and 
put into special packing cases, shipped and re- 
assembled at the next exhibit area. It is ap- 
proximately 60 feet long and 7 feet high, and 
consists of a series of zig-zag panels. The 
stationary panels have lighted perforated 
board sections upon which various parts and 
components for the Army are displayed. The 
alternate panels have built-in revolving tri- 
angular shaped display elements having per- 
forated board on one side and internally 
lighted photo transparencies on the other sides. 
The rotation of the triangular units creates 
a lively and interesting aspect for the entire 
display . 





Please check the mailing label on this 
issue and see if you are being addressed 
correctly. If a change is required, please 
paste the label to a postal card, indicate the 
change and mail it to DISPLAY WORLD. 














Ross Display Moves 
To New, Larger Quarters 

Ross Display Company has moved into 
new and larger quarters at 616 Union St., 
Seattle, around the corner from where they 
have been located for some ten years. 

The new location affords ease in choosing 
display materials because of the larger dis- 
play space on two floors. 

“On the street level we have over 4500 
square feet of display area filled with the 
newest and most complete displays and fix- 
tures available,’ states Dave Tarica, partner. 

The lower floor is used primarily for 
shipping and receiving and the warehousing 
of thousands of inventoried items, enabling 
immediate delivery of store fixtures and 
materials. 

“We can serve our customers in the north- 
west with a complete supply of fixtures and 
display materials and are now equipped to 
assist them in store planning and layout 
ideas,” revealed Jerry Caston, partner. 

The firm has been operating in Seattle for 
over 14 years, with salesmen covering Ore- 
gon, Washington, Montana, Colorado, Idaho, 
Utah, Western Canada and Alaska. 
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CASON’S . . . SWEDISH 
MEN’S STORE 


(Continued from page 22) 


ment, too, not having to dodge around people 
entering and leaving the store. 


REPOSITIONING OF ENTRANCE 
GAVE MORE SPACE INSIDE 


We are greeted by Mr. Cason in the impos- 
ing entrance as he prepares to show us 
around. With a beam of pleasure and a 
sweeping gesture he draws our attention to 
the thoroughness with which the store has 
been rebuilt. Formerly somewhat lacking 
in orderliness, the ground floor can now be 
taken in at a single glance from the main 
entrance, near which the staircase leading 
to the floor above is conveniently located. 

Re-planning the ground floor has brought 
customers into much closer contact with the 
goods and made it easier for them to decide 
what to buy. Mr. Cason and the interior 
decorator, however, were agreed that the 
basic principle of personal service should 
not be neglected. Improved accessibility to 
facilitate choice was aimed at without lean- 
ing too heavily on self-service and self- 
selection techniques. Even the new leisure 
wear department was not allowed to diverge 
from this rule, although it has been fur- 
nished in such a way as to permit a more 
flexible arrangement of display stands to 
meet various requirements. Indeed, the 
entire department can easily be altered to 
keep in character with different seasons of 
the year without jeopardizing the general 
impression of solid respectability. Old and 
new merge surprisingly well to form an 
attractive, well-balanced whole. 

Plastic tiles cover the ground floor where 
customer traffic is heaviest, while limited 
floor areas adjacent to sales counters are 
covered by carpeting. 

Staircases are often necessary evils in a 
department store. Here the staircase pre- 
sents a striking appearance with its soft, 
flowing lines — a model of fine workmanship 
by conscientious craftsmen. Mr, Cason 
smiles approvingly when he speaks about 
the “masterpiece of carpentry.” 

The ceiling level both in the ground floor 
and the upper floor ready-made clothing de- 
partment is lowered by shrouds of lacquered 
aluminum into which the lighting system is 
built. Good, even illumination is secured that 
brings out the goods to their best advantage. 
The design of the lighting fixtures was in- 
spired by the famous “Atomium” structure 
at the Brussels World Fair. 


UPPER FLOOR REVEALS MOST 
RADICAL RECONSTRUCTION 


Re-siting the staircase joining the ground 
floor with the upper floor had the effect of 
making the entire floor more spacious and 
uncluttered. Customers are confronted by 
attractive displays of goods as soon as they 
reach the top of the stairs. 


SPORTSWEAR DEPARTMENT 


Situated to the far left of the staircase, 
the sportswear department has been given a 
decor admirably suited to the type of goods 
displayed there. Oregon pine was chosen 
as the basic material, and it provides the 
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right sort of open-neck atmosphere for this 
department. As in the leisurewear depart- 
ment on the ground floor, a flexible system 
has been adopted for ease of altering dis- 
plays according to changing needs. The 
ceiling is covered with painted rustic mate- 
rial between “ridges” of oregon pine. Built- 
in radiators are discreetly camouflaged by 
panels of rough patterned brass. 


TAILORING DEPARTMENT 


Despite its size, the tailoring department 
is surprisingly snug and has an air of club- 
like intimacy. Impressive built-in shelves 
line one entire wall, the other walls being 
covered with Japanese reed wallpaper. Cus- 
tomers may sit at their ease in the chairs 
provided and choose material in peace and 
quiet. Should they wish to inspect the mate- 
rial more closely in brighter daylight it can 
be draped on a practical demonstration trol- 
ley and wheeled to the windows. Lighting 
in this department consists of four large, 
specially constructed ceiling clusters with 
ordinary electric light bulbs and a row of 
decorative lamps by the windows. Thick, 
brown wall-to-wall carpeting covers the 
floor. Not without a certain amount of pride, 
Mr. Cason here demonstrates a particularly 
useful device — a discreet signalling system 
with which each salesman can call for as- 
sistance without having to abandon his cus- 
tomer. Naturally, the department is well 
equipped with tastefully furnished changing 
rooms. 


Before we take leave of Mr. Cason he 
once again expresses his delight with the 
new store, and by way of lending emphasis 
to his words he points to the almost empty 
ready-made clothing stands and says: “That’s 
all we have left of this season’s range”. 


Aluminum Specialty Executive 


Dies After Brief Illness 


William F. Ohde, 45, advertising director 
of Aluminum Specialty Company, Manitowoc, 
Wisc., died on June 16 after a short illness. 
He had been ill only five days. Death was 
attributed to a ruptured esophagus, causing 
internal bleeding. 

Mr. Ohde served in the advertising de- 
partments of the local newspaper for 19 years, 
leaving that field in 1958 to join Aluminum 
Specialty. 

Those in the display industry who had the 
pleasure of meeting Mr. Ohde personally will 
miss his warm and congenial personality. 

He is survived by his widow and three 
children. 

No successor has been named by the firm at 
this date. 


Reytrim Appoints 
Foreign Distributor 


Gibney International Co., Park Ave. & 
Eaton Road, Willow Grove, Pa., has been ap- 
pointed to handle export sales for the display 
materials of Reytrim Manufacturing Co., 
Royersford, Pa. The area will not include 
Canada. 

Reytrim manufactures corrugated and flat 
display papers of a seasonal or decorative 
nature. Our foreign readers should write to 
Gibney for prices and information. 





REVOLVING 4 COLOR 
WHEEL 


=) 


Quality Gilt Finish 


U.L. Approval on unit 
Heavy metal construction 
Full four color lens 
NEW flexible shaft drive 
On and off switch 
12-page, 1961 Christmas 
catalog available 
JOBBER INQUIRIES INVITED 
MADE IN OUR CHICAGO FACTORY 


Ci Nleshtt INDUSTRIES, INC 


1823 N. MILWAUKEE AVE... CHICAGO 47 


Decoration 








Mannequin 


WIGS 


No Measurements Necessary! 


“Sip A x, ~, Write for 
mo | New Wig 
. Brochure 


Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES... CHILDREN’S... MEN 
Hundreds to choose from ... COMPLETELY 
REFINISHED .. . LOOK ABSOLUTELY 
NEW! A terrific money saver! 

Write for Catalog 




















SUMPTUOUS SATIN 
CHRISTMAS 
DECORATIONS 


Tightly Wrapped Rayon 


A typical and exceptionally good dramatical style of presentation which can often be found in the 
Over Styroforms 


smaller stores of Paris is shown above. This display of hay shocks, pitch forks, hay barrow and 
BALLS IN 10 COLORS e@ SPRAYS field flowers was arranged in the windows of Vivette on the Boulevard Haussmann. The hay was 
BELLS e FIGURES e FINIALS suspended in various positions with frocks, skirts and blouses draped alongside. Lighting was 
SEND FOR 14-PAGE 1961 CATALOG solely from spotlights hidden behind the foremost props. (Photo courtesy of Roger D. Anderson) 
COLOR WHEELS e STYRO NOVELTIES 


JOBBER INQUIRIES INVITED 
MADE IN OUR CHICAGO FACTORY 


Qa shit INDUSTRIES IN! isplay | 

















1823 N. MILWAUKEE AVE... CHICAGO 4° 





nternationale 


@ Three Di- 
mensional 
Relief Maps 
of U.S. 


@ Made of 
Washable 
Vinyl! Plastic 
@ Framed in 
Stainless 
. 3 Steel 
Mars Ur i,Vuv VSED.. - 
Display ideas are uniimited for these 21” by 3144” 
attractive relief maps available im three models .. . 
No. 0079-—The United States (pictured above) 
Ne. 0060—The U.S. in 1861 (ideal for Civil War 
Centennial displays) 
Ne. 0050—Territerial oak $9.95 
of the U. S. PER MAP 
Write for Literature 


CONBELL EQUIPMENT CO. e@ Addison, Illinois 








DEKOPHANE 
The Technical Cement 
| Quart . . . $6.75, Post-paid 
THE CRYSTAL ESSENCE CORPORATION 


Bound Brook, New Jersey 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


DISPLAY TURNTABLES 
e Heavy Duty © All Steel 
ALL SIZES — Large or Small 
Write for free illustrated folder 























Here’s the type of photo blowup that a national sportswear manufacturer could provide for display 
use instead of the typical ones with the trade name cluttering up the works. This one fits in 
perfectly with the fall props (shotgun, binoculars, gnarled wood, scattered leaves). This was by 
AMER-STAGE EQUIPMENT | Hans Fuchs for Georg Volk K. G., Wurzburg, West Germany. 

805 E. 134 ST., Bronx 54, N. Y. 
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J. S. Dahlmann, display manager of Ohio 
Edison Co., Springfield, Ohio, was the 
winner of the $300 first prize in the NADI 
display photo contest in which 88 photos 
were entered of fall-Christmas displays. 
Other winners are listed on page 36. 


Winner of the grand prize of a one- 
week vacation for two at the Chalet, Ste. 
Agathe Des Monts, Canada, awarded at 
Market Week was Paul M. Sypniewski, 
displayman for Robertson’s, South Bend, 
Ind. Holding the winning ticket aloft is 
Judy Halprin as Steve Gold (Santa Claus) 
and others look on. 


SEEN AND HEARD AT MARKET WEEK (Cunttaned fom page 97 


e Traditional colors appealing more to department stores, while modern colors and 
decor getting attention of specialty shop displaymen. 

e Unusual interest being paid to figures for Nativity scenes for interior and exterior 
use. Shopping centers will use more exterior scenes than ever before; they want durable 
figures for year-after-year use. 

e Displaymen are seeking miniature trains, rides, etc, as attractions for children — but 
didn’t find them at Market Week. 

e Hit of the show: Trees and religious scenes with lights synchronized mysteriously 
with accompanying music. Stores will use them in windows, main floors and even atop 
marquees. 

@ Huckleberry Hound and other TV friends were the main attraction at Silvestri’s— 
but the Nativity scenes, particularly those of fiber glass, receiving considerable attention. 
A first — animated Nativity scene using doll figures. 

@ Displaymen who failed to include upper Michigan Ave. in their tour-about-town 
missed some of the best displays by specialty shops you'll see anywhere. 

e Did you notice the imitation stained glass panels in the windows of Carson’s? They 
were made by the method described in the article in the May issue (Page 46). 

e Zafero continues to lead the way in originality. An example: The deer’s head of 
molded fiber glass that looked like it was carved from wood. 

e The All-American Girl has arrived on the mannequin scene — terribly feminine but 
bubbling with personality, vigor and vivaciousness. She strikes the traditional fashion model 


pose only for those stores that continue to demand this for prestige purposes. Casual 
postures are in demand. 


@ Noticeably few foreign visitors to June show. Clive J. Stone, Displays Unlimited, 


Auckland, New Zealand, was there making arrangements for importation of several lines. 


The fact that Christ- _ «tw *s 
mas is for the children a ; 
is demonstrated by 

these children watch- 

ing the animated dis- 

plays at Silvestri Art 

Manufacturing Co., Inc., 

Chicago. The occasion 

was a luncheon given 

at Silvestri’s the Wed- 

nesday preceding 

Christmas Market Week 

for the Illinois Chapter 

of the National Home 

Fashions League. 

(Photo courtesy Chi- 

cago Marketing Daily). 





MORE 
MARKET WEEK 
NEWS ON PAGES 

24, 36 and 37. 
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ULL Approved 


MINIATURE SETS 
Twinkling and Steady Burning 


24 or 30 Light miniature sets with screw- 
in bulbs which have permanent filaments. 
If one goes out the rest remain burning. 
Available with green or ivory wire and 
sockets. Clear or colored bulbs. 


TWINKLING SET with individually 
twinkling bulbs available in 20, 24 or 
30 lights. 


JULIUS KUPFER, INC. 


Mfgrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 








Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22" __........$298.00 
M22-28" 
Giant 28-44". __._... 


FOB New York 


JACK M. SIDER & CO. 


2037 Stanley 
Montreal, Que., Canada 











amen cmaeate 


Established in 1906 
WaAlnut 5-5219 


FEATHERS 


FEATHERS FOR DISPLAY 
@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 
@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 





























WHEN WRITING ADVERTISERS 
MENTION DISPLAY WORLD 

















ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 








n turntables © NY 





sizes—2910. = 
ons. orders fof 


% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 





FIREPROOF . . . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 lb. Bags 


U.S. MICA COMPANY, INC. 


26 SIXTH ST. FOREST PARK, 
STAMFORD, CONN. iLLINOTS 





PERMALIFE 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


ngel Put 


BIG PANELS OF 
PUFFED SPUN GLASS 
Inquiries invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 





Free Samples 

& Catalog 

Grace Letter Co., Inc. 
77 Fifth Avenue, Dept. F 


New York 3, N.Y. 
Watkins 4-0850 


ALPHABETS 
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Luau at 


> aes the late winter weather, many 
customers attended the formal opening of J. C. 
Penney’s “Luau Outdoor Living Center” at the 
Cincinnati store on April 17. Tropical vege- 
tation and flowers, Hawaiian food and music 
gave hostage to snow flurries and chill winds 
which harassed the “blue Monday” throngs. 

Grass skirt dancers weaving to traditional 
melodies and other native Hawaiian girls, now 
residents of Cincinnati, and busily employed in 
making lei wreaths for guests, added to the 
colorful sixth floor scene. 

All festivities were repeated the following 
Saturday, April 22, when a much larger 
crowd, under the inducement of better weather, 
turned the promotion into a substantial sales 
success. 

Afterwards the thatch-roofed mural-backed 
settings were adapted for individual groupings 
of the patio and lawn furniture. The floor 
displays of Hawaiian luau accessories became 
permanent, as it was soon proved that Pen- 
ney’s was now established as headquarters for 
such items as bamboo skewers, coconut shell 
cups, etc. 

At one end of the spacious sixth floor area 


In front of one of the attractive mural-backed, 
grass-floored settings one of the lovely hula 
dancers tells her story to the accompaniment of 
a ukelele-strumming beachcomber . . . Below, 
some of executives responsible for the pro- 
motion try the luau table out for size. They are, 
left to right; William E. Adams, sales pro- 
motion manager; Frank Bradley, merchandise 
manager; Norman Feldhaus, display manager; 
Ruth Lowry, advertising manager; Nick Ser- 
rani, division manager, and Jack Cummings, 
department manager. Others are members of 
the local Hawaiian Club. 


Penney s 


was a low table arrangement that was sup- 
posed to be typical of a real luau. In the 
center was a real pig ready for the luau pit. 
This was donated by The Kroger Co., Cincin- 
nati-headquartered supermarket chain. Dole 
Pineapple Company was also quite cooperative 
in providing its canned pineapple slices to be 
fried in Hawaiian fashion and served to 
guests. 

Norman Feldhaus, Penney’s display man- 
ager, and William E. Adams, sales promotion 
manager, were unanimous in their justification 
of the effort and expense. The increased traf- 
fic and resultant sales easily turned a substan- 
tial profit by Saturday evening, and the long- 
range effects will be even more favorable. 
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NEW BESSEY-RICHEY BRANCH 


(Continued from page 17) 


LOWER LEVEL DESIGN 


The 8-foot-wide circular stairway leads 
customers to the lower level, where women’s 
ready-to-wear is featured in a 2,300 square 
foot departmentalized shop at the left of the 
steps. The introduction of a quarter circle 
sportswear area provides an eye-appealing 
background. An _ intimate atmosphere is 
created by the decor which combines beige, 
white, yellow, gold and pastel blue color tones. 
Browsing is encouraged by the open floor area 
with widely spaced self-selection units and 
interesting spot-displays. Along the outer 
perimeter walls are six fitting rooms, reserve 
stock space and office. 


BOYS’ AND STUDENTS’ 
DEPARTMENTS 


The boys’ wear operation is one of the most 
important departments in the store. It is 
stocked in depth with a wide assortment of 
clothing and furnishings to outfit boys in sizes 
8 to 20 and students in the 34 to 40 size range. 

Since mothers purchase approximately 90 
per cent of boys’ apparel in the 8 to 20 size 
range, the smaller boys section is conveniently 
located in the center of the floor adjacent to 
the women’s department. This section alone 
has a selling area of about 2,280 square feet. 
A centrally located cash and wrap unit serv- 
ices both the women’s and boys’ departments. 
Furnishings are concentrated in the forward 
area, and are openly displayed on self-selection 
units. The wall areas are devoted primarily 
to clothing and heavy outerwear, with trousers 
near sports coats for related selling. Spacious 
aisles between the floor units, conducive to 
leisurely shopping, permit free circulation of 
traffic. 


The student shop is at one end of the floor, 
with an entrance of classical design flanked by 
simulated red brick walls. This treatment 
distinctly separates it from the small boys’ 
area. Natural shoulder styled clothing and 
allied-styled furnishings are featured in the 
student shop, which is proving a popular 
shopping center for this age group. Each sec- 
tion is provided with its own fitting rooms and 
reserve stock space. However, there is a 
layaway unit conveniently located next to both 
the boys’ department and student shop. 


On the lower level are located the receiving 
and marking departments, general reserve 
stock areas, the tailoring shop, a lounge and 
rest rooms for men and women, and all neces- 
sary mechanical equipment. The store is 
equipped with its own central system to insure 
adequate air conditioning and heating at all 
times. 

For quick and efficient service, a Lamson 
pneumatic tube system was installed with a 
centrally located cashier station in the men’s 
clothing department on the first floor. 


According to Richard Thomas, president 
and treasurer, Besse-Richey’s three stores in 
Connecticut with 21,000 active charge accounts, 
constitute the largest independent apparel 
operation in the state. They use more news- 
paper advertising space on men’s wear than 
any other store. 


Besse-Richey employs 110 people; many of 
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them have been with the firm for ten years or 
more. All employees are active in civic work 
in their respective communities. The em- 
ployees for the Milford store were engaged 
six months in advance of the opening and 
trained in the parent store in New Haven, 
Connecticut. 


Salvatore Spano is the display director. 





Waltzinger Issues 
Divider, Screen Catalog 


A folio of sales opportunities in the latest 
types and styles of room dividers and floor 
screens has been published by Waltzinger, 
Inc., of Chicago. This features the Luxura 
Line produced of wood, metal and plastic. 


These accessories include either metal or 
wooden poles with a variety of inserts of 
decorative plastic laminates, fiber glass, syn- 
thetic stained glass, perforated metal and 
plywood frets in numerous patterns and in 
versatile types and arrangements of panels. 

Each divider is equipped with spring loaded 
floor-to-ceiling poles. Both the dividers and 
screens allow for a choice of panels of the 
same material or a combination of two or 
more. 


The portfolio of the Luxuro room dividers 
and floor screens showing these integral parts 
and their various features, or complete units, 
is available to readers from Waltzinger, Inc., 
1500 S. Western Ave., Chicago 8. 


Otto Harms Dies, 
Well Known in Display 


Otto Harms, 78, died May 30 at his home 
in Evansville, Ind. He was active until 
recently with his display service in that city. 
Mr. Harms is said to have created displays 
for every store of consequence in that city. 

High point in his long and dedicated career 
was his period as display manager of Bur- 
dine’s, Miami, prior to World War IL. 

Even though advanced in years, he attended 
market weeks up until a few years ago and 
was active in display clubs in Evansville. 


A native of Germany, he completed his 
apprenticeship training in display in _ that 
country. 


Ash Awarded 
POPAI Medallion 


Walter J. Ash, vice-president in charge of 
sales for Consolidated Lithographing Cor- 
poration, is the recipient of the 1961 Industry 
Achievement Medallion awarded by the 
Point-of-Purchase Advertising Institute at 
its Fourth National Members’ Meeting. Mr. 
Ash is the first man to be so honored. 


Mr. Ash was cited for his outstanding con- 
tribution to the growth and progress of the 
point-of-purchase industry. The award was 
based upon his efforts in behalf of the Point- 
of-Purchase Advertising Institute, his own 
company and other groups such as the Lith- 
ographers and Printers National Associa- 
tion — efforts designed to bring about a 
better understanding, as well as expansion, 
of the role of point-of-purchase advertising 
in marketing and designed to improve the 
business climate and conditions within the 
point-of-purchase industry. 





WARDROBE 
MASTER 


THE 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles... 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


J. HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, CONN. 
Mitcheli 9-6319 


MANZANITA ! 
MANZANITA ! 
MANZANITA! 
Natural and Sandblasted 


From 12" to 72" in height 
Send for our May 1, 1961, price list. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 Fontana, Calif. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 


oP Over 18 MILLION 
NGERS IN 

TRAFFIC 

Rea gf UO" corneas Srones 






































2951 W. RIVER PKWY, GRAND ISLAND, NEW YORK 
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LET ME 
PUT SUNSHINE 
IN YOUR 
WINDOW WITH 


WIGS 
FROM 
MIAMI! 


Send for 
Styles and Prices 


OF MIAMI 
6710 N. W. 32nd AVE. 


INSECT MODELS 


From 9" to 6'-0" long. Papier Mache or Plastic— 
Animated and special models made on request— 
write for FREE CATALOGUE. All Models in 


stock. 


INSECT MODEL COMPANY, Mfg. 


410 Ogden Avenue Fairmont, W. Va. 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














Murbottcn 


a letter co. 


& ‘tmeocaroaeavres 








EXHIBIT BOOTHS 


Portable Stanchions @ Mirrored 
Balls @ Spot and Fiood Lights 
@ Fliameproofing Spray @ Christ- 
mas Garlands @ Draperies 
FILJON, INC. 
1211 East Fayette St. 
Syracuse 10, N. Y. 
Write for Literature 











BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE ~ STATIONARY 
VELOUR COVERED ROPE 


S. PARKER HARDWARE MFG. CORP. 


27 LUDLOW ST. NYC. 2. NY _ 


WAliker 5-63 








SCDA Wins Golf Tourney 


The second annual golf tour- 
nament played between the 
Southern California Display 
Association and the San Diego 
Display Guild was won by 
SCDA. The tournament was 
played at the Tiajuana Country 
Club, Mexico, with the San 
Diego Guild as host this time. 
The prize is the perpetual 
trophy, which is a silver-plated 
milk can shown in this photo- 
graph. The victorious SCDA 
team is shown here with the 
trophy. 





Filtersleeves Reduce 
Ultraviolet Rays 

Infropake Corporation of America, Greens- 
boro, N. C., announces an entirely new light- 
ing product, the “Infropake Filtersleeve.” 
Filtersleeves are intended for any high 
intensity fluorescent lighting installation 
where eye strain, color discrimination, fabric 
or paint fading, or synthetic fiber degrada- 
tion are unsolved problems. Alleviation of 
these difficulties is achieved by a specially 
impregnated plastic film (patent pending), 
which filters the ultraviolet energy trans- 
mission. Filtersleeves are available in all 
sizes and are reusable. The clear plastic 
film passes 90 per cent of the visible light, 
but filters out the ultraviolet emissions, and 
thereby eliminates the fading, degradation 
and deterioration of fabrics, plastics and 
metal paint finishes, which are caused by 
ultraviolet light. This results in better color 
discrimination, a marked reduction in glare, 
specular reflections and a more comfortable 
diffused light. Write for literature and 
material samples. 


New Ceiling Concept 
Fostered by Wilson 

A new illuminated, floating ceiling called 
Electralume-Inverta boasts of features worthy 
of consideration by displaymen and _ store 
designers, particularly those facing problems 
of economy, space and ease of installation. 
These translucent ceiling panels can be in- 
stalled as close as 6-7 inches from old 
ceiling; light sources (simple fluorescent 
strips) can be 30-54 inches apart; and all the 


| materials can be cleaned easily. The entire 
| ceiling is suspended from wire. The fixtures 
151 WEST (8th STREET, NEW YORK Il, N. Y. | 


| panels. 


are attached in rows between the plastic 


For information concerning this lighting 
system, write to J. A. Wilson Lighting, Box 


| 5037, Erie, Pa. 


| Clarence Holmdahl Dies. 


Active Until Recently 
Clarence J. Holmdahl, 69, display manager 


_of Carson Pirie Scott & Co. (formerly Block 
| & Kuhl Co.), Rockford, IIL, for the past nine 


years, died on Monday, June 12, in Rock- 
ford Memorial Hospital after a short illness. 
He was active in display his entire working 
life throughout this area. 

He is survived by his widow living at 708 


| Fulton Ave.. Rockford, and a son. 


Broadway Vice-President 
Former Displayman 

While touring the Broadway, Del Amo, 
Calif., store, James Brewer, vice-presi- 
dent, and Mrs. Laura Walbridge, director of 
store interior, decorating and display, of the 
Broadway—Hale Corporation, stop to admire 
a series of antique French hand block scenic 
panels by Dufois. 

Mr. Brewer is well known to display, for 
his background includes a period of active 


participation. When in display, his talents and 
leadership were responsible for encouraging 
manufacturers to develop or improve many 
designs in store fixtures to meet the needs of 
the then new era of merchandising he foresaw. 

Mrs. Walbridge’s ability to perform a 
variety of duties well, especially in the field 
of decor and design, is the reason her title 
must consist of many words. 

The Broadway—Hale Corporation, at 
present, operates 18 department stores through- 
out California with three new ones to open 
in the near future and others in the planning 
stage. 


Erratum 

The Giant Tree Fantasie (No. 4036) in the 
advertisement of Doerr and Associates, Inc. 
on the back cover of the July issue was in- 
correctly identified as being 27 inches tall. 
Actually it is 72 inches tall. 
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STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 








WANTED: 
Manufacturers Representatives. 
New, tested, window dressing 
material. Give full details of 
your area of operations. 

1241 Roxbury Drive 
San Bernardino, Calif. 


FOR SALE 
MECHANICAL CHRISTMAS DISPLAYS 


at “% of original prices 


Made by Silvestri — only used twice. 
In good condition. 


| Display — 3 Boys in Bed with Mother entering 


through door. 


3 Calico Angel Displays: 


1 Candy Kitchen, | 


Packing Room and | Flower House, Gar- 
den and Flower Shop. 


If interested, Contact— 


JOSEPH APOLINSKY 
Display Director 


LOVEMAN’S - 


BIRMINGHAM, ALA. 


DISPLAYMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 








WANTED TO BUY 


Don't throw out your used 
mechanical figures and mechan- 
ical displays. We buy them. 
Send details or photos to: 


Metropolitan 

Mechanical 

Display Co. 
50 West 22nd Street 


New York City 10 
Phone OR 5-1280 





Salesman Wanted 


Manufacturer — quality line 
display fixtures and decora- 
tives for department and spe- 
cialty stores; over 40 years in 
business — Mid-west and other 
territories open. Real oppor- 
tunity for right parties. Write 
direct : 


Crystal Fixture Co. 


226 S. Wabash Avenue 
Chicago 4, Illinois 


WANTED 
Moderately-priced 


mechanical 
Christmas Display 


Please give price and 
approximate size. 
Contact D. E. Stiles, 


Leys Department Store 
Plymouth, Wisconsin 





FOR SALE 


Exquisite Chinese Style 
MARIONETTE production. 
Appeared in 
Lord & Taylor’s Windows 
Created for Little Orchestra 

Society's Performance 
“The Emperor’s Nightingale” 


Ideal Display Material 


Max Leavitt Associates 


151 West 12 St. AL 5-8441 
New York 11, N. Y. 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








WANTED — Experienced window 
display man for two _ high-class 
exclusive specialty shops. Must 
be good on artistic display, take 
complete charge. Marvelous oppor- 
tunity for right man. Replies 
strictly confidential. Write details 
to—MILADY SHOP, D. D. Gross, 
119 North Michigan St., South 
Bend, Indiana. 


Christmas Window 
Unit For Sale 


Famous Silvestri Mechanical 
Window “A Night in Town” 
complete with floor, back- 
ground, all props .. . nothing 
to build. 

Complete unit in excellent con- 
dition $800.00 
Write for pictures and further 
information : 


CLAUDE IRESON 


711 N. Main, Rockford, Illinois 








Sales Representatives 
Wanted 


Manufacturer of Metal Point of Sale 
Displays including new Displa-Master 
500 Display Racks, floor and counter 
displays, and custom displays requires 
qualified Manufacturer's Reps _ for 
choice territories in East and Mid- 
west. Excellent production facilities 
and creative design. Liberal Com- 
missions. Reply with details about 
experience, lines carried and territory. 


Address BOX 8-CD 


Care of DISPLAY WORLD 


WANTED 
Jobbers and Representatives 
for fasting selling line of stock 
Motion Display Fixtures; write 
for details— 
SIVAMATIC MOTION 
DISPLAYS 
550 Fifth Avenue 
New York 36, N. Y. 











SALESMEN WANTED 
Quality Flowers and foliage as 
side line, 25% commission. Ter- 
ritory open: Ohio, W. Virginia, 
Kentucky, New York. All replies 
confidential. 

Address BOX 8-BC 
Care of DISPLAY WORLD 








"Position Wanted—Experienced in 


dept. store and women’s specialty 
stores, desire position on East 
coast. Proficient in prop design, 
Cutawl, papier mache, and ad lay- 
out. Well qualified to handle re- 
sponsible position. Excellent busi- 
ness and personal references. 
Address BOX 8AB 
Care of DISPLAY WORLD 

















TEXAS SALESMAN WANTED 


for small line of Wooden Screen 
Panels (other states also open). 
W rite— 


ALBERT A. WIENER 
P. O. Box 372 
Sausalito, “Calif. 








Use 


the 
Opportunity Exchange for... 


@ Plants For Sale 

e Surplus Materials or 

@ Designers Wanted 
$5.00 per Single Column Inch. 

Sept. Opportunity Exchange Forms Close Aug. 5th 


@ Positions Wanted 
e Men Wanted 
e@ Salesmen Wanted 





WANTED—Model B Used Show- 
card Machine—In good condition 
with type and accessories. Reply 
giving itemized list of type and 
accessories and price. 
LIVINGSTON’S 
225 West Federal Street 
Youngstown, Ohio 














DISPLAY LINES WANTED 


All type, Jobber basis. 
Send complete information. 
VISUAL MERCHANDISING 

SERVICE, INC. 


718 Cowardin Avenue 
Richmond 24, Va. 





AUGUST, 1961 
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iTH THE EXCEPTION of New 
York’s fabulous Tiffany’s, it looks like foreign 
displays of jewelry will walk off with that 
category in the current International Display 
Contest. We know there are some other stores 
here that could complete favorably, but we 
don’t receive entries from them. Are you one 
of them? 


This latest example of foreign jewelry dis- 
play ingenuity comes from Jean James, free- 
lance displayman of Cambrai (Nord), France. 
The thought behind this dramatic setting 1s 
that the pearls represent the juice of the ar- 
row-pierced apple sitting on the piece of coke. 
Another arrow lies flat in front of another 
piece of rough coke. Two pin spots are 
focussed on the apple and coke at right. 


Mr. James won the silver medal (second 
place) in the 1960 contest in the jewelry cate- 
gory. 

He will now receive a gold medal for the 
selection of this display as Display of the 
Month by the editorial staff of DISPLAY 
WORLD. His display was chosen from en- 
trants in the 1961 contest received during the 
month of June. 





1960 WINNERS 


First Place: George K. Payne, Wood- 
ward & Lothrop, Washington, D. C. 
Second Place: A. Van Hollander, Gimbel 

Brothers, Philadelphia. 
Third Place: Thomas B. Comerford, Lit 
Brothers, Philadelphia. 





Rules for the 1961 annual contest are the 
same as for 1960, with the same categories 
again making it possible for displays of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 
in each category win gold, silver and bronze 
medals respectively, and the displaymen 
amassing the most cumulative points (three 
for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 


Rules and classifications are published in 
many issues throughout the year. However, 
we'll be glad to send you this information. 
Send your entries or write to Contest Editor, 
DISPLAY WORLD, Cincinnati 1, Ohio. 


DISPLAY WORLD 
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Answers a long-felt need-- 
, For those really long pennants and streamers 


Here’s the long and short of it: The new Showcard Machine 
“LONG-MASTER” is long in everything but price! 

It’s a specialized compromise between width and length 

offers you a machine which, without undue expense, 
prints cards, streamers, pennants and the like up to a full 
45” in width. It can take over a lot of your standard sign 
jobs, too. 

There’s not the slightest compromise in quality, or speed, 
or ease of operation. The LONG-MASTER has the Show- 
card fast type-setting method which handles one-of-a-kind 
sign jobs in minutes; the automatic inking unit which turns 
out multiple sign jobs in record time; the complete freedom 
of layout, and type faces; the roller-lifting handle toggle 


that prevents blurring and smudging; the silk-smooth, tank- 
tough construction that is guaranteed for a full five years. 

It’s fresh evidence of the fact that the Showcard , 
Machine line-up offers a practical, dependable, 
economical answer for every sign-making need. 


Write for full information 


THE SHOWCARD MACHINE CO., 320 W. OHIO ST., CHICAGO 10, ILL. 
Display Room: Chicago Merchandise Mart, Suite 928-C 
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No. 4115 


No. 4116 EDWARDIAN DOORWAY .... curved top doorway . . . simulated 
etched glass panels in plastic . . . all walnut construction . . . brass-plated 
horse-head hitching post stanchions . . . brass lamps. 


Size 102" H x 60" W x 24" D Complete as shown $269.50 


No. 4115 GEORGIAN DOORWAY ... classic white doorway with curved top 
. . . both doors have removable panels . . . outer frame bolts into white base 
. . . two white and brass stanchions . . . two brass carriage lamps included. 
Size 102" H x 60" W x 24" D Complete as shown $199.50 


No. 4117 CASTILLIAN 
DOORWAY... old mission 
doorway in unfinished wormy 
chestnut . . . base with brass 
trimmed stanchions . . . torch- 
ier lamps . . . door panels are 
hinged. 


Si 02°° H_ x 60°" W x 24" D. 
y Sena a shown $235.00 RR Pal 
pot 
No. 4117 


DISPLAY DESIGNERS AND MANUFACTURERS © Portsmouth, Ohio 
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